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ARTISTS’ MATERIALS 


Proven the WORLD’S FINEST! 


USE a dependable single source for the finest artists’ materials in the world... for a broad Craftint 
line of Show Card Colors + Artists’ Oil Colors * Artists’ Water Colors + Artists’ Specialties and Staples 
- School Supplies + Brushes + “Scrink”’ Screen Process Inks + Flat and Gloss Screen Process Colors 
* Bulletin Colors + Japan Colors + Strathmore Papers and Pads + Craftint Papers and Pads + Shading 
Mediums * Drawing Inks * PLUS Hobby and Crafts Supplies and many other top-level products. 


CRAF-TYPE A quality, time-saving, money-saving aid for artists, designers 
draftsmen, map and chart makers, layout and production men! Alphabets 
Numerals . ... Symbols in every popular style and type size! On transparent, 
matt-finish (NO GLARE) self-adhering acetate sheets! 


CRAFT-COLOR Transparent, waxed-back solid color sheets for making 
brilliant, impressive layouts, poster effects, package designs, mechanical illustra 
tions, maps and sales charts. These thin-gauge, self-adhering acetate sheets are 
available in 35 brilliant colors. 


CRAF-TONE A new, no glare, all-purpose acetate overlay shading medium 
It is designed for the entire commercial art field in preparing art work, borders, 
maps, displays, sales charts, silk screen work, newspaper reproduction, technical 
illustrations and many other uses. Available in 299 black and white Tints and 
Patterns 


COPY-BLOCK A new, thin gauged, self-adhering acetate sheet gives the im- 
pression of “indicated” lettering. Designed to indicate blocks of copy quickly 
and accurately on comprehensive layouts and dummies. Available in the three 
sizes of type generally used in body copy... 8, 10 and 12 point. The lines contair 
the normal leading that would be found in text matter. Available in black and 
reverse white 

NOTE: These Craftint Shading Mediums and Alphabets are also 

available with a high-melting, heat-resisting adhesive back tor use 

with blue print and ozalid-type machines. Ask for Craftint Thermo 


* 
FREE crattint’s Brand New. Shading Mediums THE rote tit MANUFACTURING CO. 
Catalogue * 4 featuring the world’s most com- NEW YORK e CLEVELAND e CHICAGO 
plete line of shading mediums! Main Office: 1615 Collamer Ave., Cleveland 10, O. 





Du Pont introduces a new bookbinding material . . . 


New construction welds 
a transparent shield 

of protective vinyl 

over book-cover design 


e To produce new vinyl clad “PX” cloth, a tough, clear 
film of vinyl is WELDED to the printed book cloth. 
This becomes a permanent, invisible shield against 
abrasion and wear. 

BOOKS BY GINN & CO 


Bids 


e Each of these books was used in a classroom for 
one year. Book on right is conventional pyroxylin im- 
pregnated book cloth. Book at left is vinyl clad “PX” 
cloth. This new binding material looks better and lasts 
longer when protected by a tough vinyl] film. 


Cooperating with the American Textbook Publishers’ Institute, 
Du Pont scientists have perfected a new vinyl clad ““PX’’* book 
cloth. This new binding material gives book covers the extra 
protection of a shield of tough, clear vinyl. The printed design 
lies below a transparent barrier that seals out stains, soil and 
moisture. It’s easy to clean and exceptionally resistant to abrasion 
and wear. Printed detail and color stay sharp and clear through 
long, hard use. This is a premium-quality material that will look 
better and last longer than conventional binding materials. 

New vinyl clad “PX” cloth has been thoroughly tested and 
proven in binderies on a production run basis. Du Pont is donat- 
ing the patented process to the bookbinding industry by making 
it available on a royalty-free basis to qualified laminators, For 
full details and free sample swatches mail the coupon or write 
E. I. du Pont de Nemours & Co. (Inc.), Fabrics Division AR-06, 
Wilmington 98, Delaware. 


*"PX” cloth is Du Pont’s registered trademark for its 
impregnated book binding materials. Vinyl clad “PX” cloth 


covered by U.S. Patent 2,919,206 Other patents applic ifor. 


Better Things for Better Living . . . through Chemistry 


KE. I. du Pont de Nemours & Co. (Ine.) 
Fabrics Division AR-06, Wilmington 98. Delaware. 


Please send full information and free sample swatches of new 


vinyl clad “PX” cloth 
Name____ 


Company 


Address__ 


City 


__ Position 
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CAM P C O some practical IDEAS 


Plastic Sheet and Film 


Design with CAMPCO 


Leonard Seeley, designer 


for Plastofilm, Inc., 

tells how Campco Butyrate 
lures fishermen 

for Four Seasons 


Packaging a line of products containing 
more than forty items can be a problem, 
particularly when they vary all the way 
from fish hooks to rods and reels. The 
situation called for packaging that would 
be protective and would, at the same 
time, provide maximum display. And a 
distinct ‘“‘family”’ resemblance had to be 
maintained throughout the group. 


“The entire idea was developed in 


close cooperation with the principals of 


Four Seasons, Inc.,’’ said Mr. Seeley. 
“The rack itself was designed for use in 
stores having heavy traffic but not hav- 
ing a fishing accessories department. 
Consequently, it had to be a display 
that would attract, stop and sell the 
passerby.” 

The forty packaged items, which en- 
compass the total needs of the fresh 
water fisherman, are bubble-packaged 
in transparent Campco B-120 cellulose 
acetate butyrate. According to Mr. 
Seeley, “Examination of various display 
techniques practical for this varied mer- 
chandise showed bubble packaging to 
be the most versatile, offering worth- 
while economy together with fine qual- 
ity. Furthermore, this one material, 
Campco B-120 Butyrate, 
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was found 


admirably suited to all the packages 
regardless of their size or shape. This, 
again, resulted in important produc- 
tion economies.” 

Heat printed cards, the 
bubbles add such sparkle and lustre to 


sealed to 


the merchandise that a recent jury of 


variety store industries awarded the 
Four Seasons display their Silver Award 
for outstanding packaging. 

Plastofilm, Inc. designed, developed 
and manufactured these butyrate bub- 
bles which have contributed so much 
toward the remarkable success of the 


Four Seasons display rack. 


for its use in PACKAGING 


Campco sheet is used 
for both the toy and 
the package 


Toy packaging, more often than not, 
means blister packaging. But there are 
exceptions like this handsome new puz- 
zle game, ““ORBIT”’’, manufactured by 
Amos-Burke Plastics, Inc., of Syracuse, 
New York. 

The base of the game is made of 
Campco extra high impact styrene, vac- 
uum formed ona male mold. This tough, 
rugged material was selected for its 
ability to withstand the wear and tear 
of rough handling, as well as for its 
smooth, attractive finish so pleasant to 
the touch. 


When the game is on display, it seems 
at first glance, that the marbles are 
almost popping out at the young buyer. 
The illusion is maintained by the clear 
sheet of Campco butyrate which is so 
closely formed over the marbles and the 
base as to be practically invisible, yet 
adding a sparkle and brilliance that is 
most attractive. This, of course, holds 
the marbles tightly in place and affords 
complete protection for the game 
whether on display or in storage. The 
complete package includes a die-cut card 
together with complete instructions for 
playing the game. 


Your CAMPCO representative 


has some interesting and worth- 
while information on the use of 
plastic sheet and film. 


SEE HIM SOON 


For the name and address of 
the one nearest you, see Thomas 
Register or Conover-Mast Pur- 
chasing Directory. 


Received Your Campco Personal File? nis data-packed reference 


file on thermo-plastic sheet and film is yours on request — just send name and 


address on your company letterhead to Campco, 


Chicago 35, Illinois. 


./1/-E Normandy Avenue, 


CAMPCO Sheet and Film, a Division of Chicago Molded Products Corp. 





June LYOou * Gia o @ 


Just Cilio Us 


Are You Proud of Your Job? 


Do your friends and neighbors ever kid you because of the kind of work 
you're doing in advertising, sales promotion or some other related activity? 


And do you sometimes have difficulty defending your business from their 
pitying jibes? 


If they are willing to discuss the subject seriously, you might ask 
them if they know that their jobs may be dependent on advertising. In many 
cases this is literally true. Payrolls are met and expanded because of ris- 
ing sales won through advertising, sales promotion and merchandising. And 
most people in government, schools and hospitals -- the social service oc- 
cupations -- are supported by taxation which flows from successful market- 
ing of commercial products through advertising. 


If your friends outside advertising and sales promotion insist on criti- 
cizing the moral and ethical climate of the business, you can point out that 
it pays to advertise only a worthy product or service. Repeat business is 
necessary to merchandising success, and poor products don't bring the cus- 
tomers back. So advertising is simply the accelerator which moves a good 


and useful product into the homes and offices of people faster than it 
would get there in any other way. 


Criticizing advertising and advertising people is like condemning auto- 


mobiles because a lot of them are involved in accidents. It isn't advertis- 


ing that's at fault -- it's specific advertisers and specific ads. People 
who are aware of the economic contributions of advertising and sales promo- 
tion to the American standard of living respect the function, even though 
they may occasionally berate individual cases of misuse of the function. 


SRE /1 


G. D. Crain Jr. 
Publisher 


Your friends might like to know that. 


June, 1960 
ADVERTISING REQUIREMENTS is published 
monthly by Advertisi Publicatior 
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BLISTER PACKAGING 
5 


CUSTOM DESIGNED TO LIFT YOUR SALES 
ee de) ee 


Jackmeyer has the technical ‘know- 
how’, skills and facilities to create and 
produce all types of Blister Packs — 
* Heat Seal ¢ Stik-On * Foldover 
¢ Skin ¢Slide— each designed to fit 
your product’s special requirements. 
LABORATORY TESTED to provide 
maximum product protection — 
DESIGNED for ‘sell-on-sight’ action. 


New ‘STIK-ON’ 
Pressure Sensitive Blister Pac 
Seals Tight with Slight Pressure 


Latest result of Jackmeyer’s continu- 
ous research brings more ‘see and sell’ 
power to more products at lower cost. 
A sensation at the recent Packaging 
Show, the new STIK-ON BLISTER 
PAC requires no heat sealing equip- 
ment, no expensive tooling; so fast, 
easy and economical to assemble, you 
can ‘do-it-yourself’ right in your own 
plant. 


Your One Complete Source 


Unique in the field, Jackmeyer offers a 
complete Blister Packaging service 
from creative design, forming of blis- 
ter, printing of card, coating — every 
step quality controlled under one roof 

a single source service that assures 
uniform quality, maximum efficiency 
and minimum cost. You can always de- 
pend on Jackmeyer for the newest and 
finest in Blister Packs that catch the 
eye and persuade the consumer to buy. 


Consult us -no obligation. 
Phone or write Dept. AR6. 


BRANCHES IN PRINCIPAL CITIES 


op Wye CORP 


253 West 26th St., New York 1,N.Y. 
WAtkins 4-0265 


da Career 
ans Send coupon for this new, 


important free brochure | 
‘Make Your Sales Bubble 
Over’. A complete and | 
informative presentation | 
of every phase of Blister 
Packaging... finest idea- | 
stimulating brochure on | 
the subject. 


| Address 


| 
| 
| 
| 
| 
| 
[city State wl 


4e qa * June 1960 


dwvertising 
Requirements 


The Sales Promotion Man—The Coming Man in Management 
The outgoing president of the Sales Promotion Executives 

Assn. strikes the keynote for AR’s Conference report. 

Dick Brown 


How to Sell Sales Promotion to Management ........... 
It isn’t enough to plan a program — you also have to make 
sure it is accepted. STANLEY ARNOLD 


The Problems Ahead for Sales Promotion .............. 
An expert outlines four changes which will affect sales 
promotion in the coming decade, and three problems whose 
challenge will have to be met. Joun D. MACOMBER 


Sales Promotion Sells More than Advertising ........... 
Indian Head’s sales are built around promotion, with ad- 
vertising used to supplement the effort. Ropert M. GRAHAM 


How Sales Promotion Sells Houses ..............+4-6. 
A program to help builders also helps to build the sales of 
building materials. WALTER J. StRouD 


6 How to Buy Product Replicas .. 1.0 cc cccccc ss cccece 
A guide to the uses and sources of accurate models of your 
products, from scale models to working enlargements. 

Bette Macon 


Using Gimmicks in Promotion ..........+6+ 00020000. 
An advertising and sales promotion manager tells how his 
company dramatizes an unglamorous product. H. A. HARTY 


How Kemper Buys its Calendars ..........+++eeee805 
When Kemper wants to prepare a calendar for its agents, it 
buys its own pictures and orders its own printing. 

Cuive R. BisHop 


a PTT eee 
AR’s annual portfolio of advertising art which has won 
gold medals at shows all over the country. 


How Sales Promotion Sells Supermarket Space .......... 
Brand promotions work better in supermarkets for this pa- 
per goods producer than do promotions on a single prod- 
uct. RicHarp B. DINGFELDER 
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OF CONTENTS 


An Outdoor Campaign Builds a Company Image ........ 
A Detroit dairy uses a consistent series of almost word- 
less posters to make its name familiar. Havitanp F. REveEs 


eee re ae 
To promote boat loans, a San Diego bank actually used a 
real boat and motor to catch the eye. VIRGINIA PATTON 


Planning Permits Gale to Compete with the Giants ....... 
It isn’t easy to produce four-color brochures and inserts on 
a one-color budget. W. R. PARKER 


Printer Selves Sticicy PrOWIGN «oo 6k. bcc cee cee eee. 
A printer learned, to his sorrow, that it isn’t easy to make a 
label stick to a piece of foil. MILpRED WEILER 


Prize Winning Printing ... saaee 
Some of the award winners in the Lithographers and 
Printers Natl. Assn. competition had to solve challenges 
to achieve their position. 
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WP COREG TRUITT PU IOITNINY a 6.25.6: 6.665056. 195 sepsis one lone 
How Renault, in its fight for the French market against 
even smaller cars, built a program around some Savignac 
posters. MAaAurIcE BENSOUSSAN 


@ Use the Corner Card to Clean Up your Mailing List ...... 
How Link-Belt gets rid of waste circulation of its external 
publication without losing good readers. W. H. DeEpPERMAN 


Packaging for Supermarket Sales ............5005000% 
How Sylvania boosted its share of the home market with a 
new package design and a supporting program. 


Tep SANCHAGRIN 


@ Articles for your Adman’s Handbook 


DEPARTMENTS REGULAR FEATURES 


Art & Photography Buyers Guide & 

Aavertisers Index 132 
Books for Admen 13 
Coming Convention 12 
Competitions to Enter II 
The Editor's Notebook 6 
Film Reviews 39 
Premiums, Prizes & Spe How | Solved It 18 

cialties Information Wanted 17 
Printing, Paper & Plate Just Between U 3 

making Next Month in AR 17 

Promotion Almana Il 
Shows & Exhibits Readers Write 14 
Signs & Displays AR Reprints 20 


Audio & Visual Aid 
Direct Advertising 
Layout & Typography 
Packaging & Labeling 


6 
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Vertical 
Banners 


Give your sales message a 
new twist with outdoor ver 
tical banners that fit any 
size pole or light standard 
With or without re-usable 
hardware 


Horizontal Banners 


Help your dealers cash in on national ad 
vertising and promotion with outdoor ban 
ners that identify their store as the place 
to buy 


Flag Pennants 


Add your emblem and message to these out 
door display favorites. Cloth or plastic 

in any color. Ask about the only pennants 
ever made that carry an unconditional 2 
month guarantee against weather damage 


OSG GAS 


Cloth Letter-Banners 


Display any message, for any occasion so it 
can be seen a country mile. Big 13” x 19” 
letters in brilliant fluorescent or reg 
ular colors. One banner or 1,000 shipped 
ready to put up 


WE HAVE STOCK DISPLAYS TOO! 
Our new 20-page catalog is 
filled with stock outdoor dis 
plays that can help sell prac 
tically any product, service, 
campaign or idea. Write for 
your free copy today 


THE PRATT POSTER CO. 
Printcraft Bldg. © Indianapolis 4, Ind 


| Macs’ 


June 1960 - qa e § 





FREE 


IDEAS FOR 
BUILDING SALES! 


VUE-MORE: ‘New Yor 1. 
Rush a copy of your new Catalog 


Name 
litle 


Company 


A dare Ss 


A terrific new 
catalog — describ 
ing the complete 
line of VUE- 
MORI display 
turntables and 
BREVEL anima 


tion motors. 


Write for your copy today. 
Use the handy coupon above! 


4 
WY 
VUE-MORE Turntables are: 


QUIET PRECISION MADE 
DEPENDABLE GUARANTEED 
TROUBLE-FREE VERSATILE 

U-L APPROVED 


AND FOR YOUR ANIMATED DISPLAYS: 


Quiet, versatile, efficient Brevel motors 
are designed for maximum power and 
precise movement—yet compact enough 
to be used in any motion display 
Write today for details, 


VUE-MORE CORPORATION 


Pe Ee hs le a 


Ce Se ei al ° NEW YORK 1.N Y 
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The Editors 


Violabook 


Report on Conference .. . 


AR Editors Find Solid 
Fare, Excitement at 
Sales Promotion 
Meeting. 


A good convention is exciting. 
There is a feeling of exhilaration in 
the air, and though you may find it 
hard to identify and isolate, you 
know that the meeting is good, that 
it was worth attending, and that the 
sponsoring organization is a healthy 
one. 

Such was the feeling at the 3rd 
Annual Conference of the Sales 
Executives Promotion Assn., held 
at New York’s Hotel Astor the last 
week of April. From the keynote 
speech of John Caldwell of Sales 
Management to the final event, the 
presentation of the Sales Promotion 
Executive of the Year award to Art 
Dietrich, by G. D. Crain Jr., pub- 
lisher of ADVERTISING REQUIREMENTS, 
the sessions were packed with in- 
formation, speeches and seminars. 


Some of the sessions, with their 


audience participation, their visuals, 
cannot be described in print in a 
meaningful way; one had to be in 
the room to gain any benefit. Other 
contributions to the program can 
survive the translation from a per- 
sonal presentation to a magazine 
feature, and these you will find 
elsewhere in this issue. In this col- 
umn, you will find some personal 
impressions and some reports of 
what went on. 


Exhibits . . There were a total of 
29 companies which had taken booth 
space. Most of them reported that 
it was a successful convention, and 
a number of reservations for 1961 
was made before the first day’s 
sessions were over. Of particular 
value to the exhibitors was the 
opportunity of meeting sales pro- 
motion people from parts of the 
country which they did not nor- 
mally cover. Frequent reference 
was made to the quality of the at- 
tendance. 


Attendance . . The full-time reg- 
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Display typefaces in this issue 


23, 25, 30, 


istration added up to 300, and there 
were, of course, many more who 
came for a single day or a single 
session. About 33°, of the full-time 
registrants were from the New York 
area, with the others scattered from 
Brussels to Los Angeles. 


Next Year .. Much in evidence 
was the promotion for the 1961 
conference, which will be held in 
Philadelphia. The Delaware Valley 
Chapter made it quite clear that 
they would be fine hosts, and have 
attacked the task of acting as host 
chapter with vigor and imagination. 
The decision to hold the confer- 
ence away from New York puts 
into effect a plan adopted by SPEA 
about a year and a half ago, to meet 
in New York in alternate years, 
moving the conference around in 
between the New York dates. In 
1961, it will be in Philadelphia and 
will return to New York in 1962. 
The next year it will be held some- 
where else, to be decided at the 
Philadelphia session. Already there 
is talk of holding it in the far West, 
with Las Vegas being suggested. 


Growing Up .. This step is an 
indication of the increasing strength 
of the organization. In a report at 
the business meeting, it was stated 
that there are currently 14 chapters 
in operation, and an additional 16 
cities were listed in which chapters 
are in various stages of formation. 
SPEA is beginning to get on its 
feet. A chapter formation kit has 
been issued; promotion material is 
available; services are increasing. 
The outlook is fine, and SPEA lead- 


ers are optimistic and enthusiastic. 


Program Participation .. One of 
the exciting aspects of the confer- 
ence was the way in which audi- 
ence participation made it a real 
work-session. A fine example was 
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the final Wednesday morning ses- 
sion, led by Dr. Bursk, of Harvard 
Business School. 

Three documents had been 
passed out in advance to all regis- 
trants, who were urged to study 
them before the session. One de- 
scribed a company which was look- 
ing for a sales promotion manager. 
The other two each gave the details 
of a campaign conducted by appli- 
cants for the position. 

This is where the discussion 
started, with comments from the 
audience on the better of the two 
men for the position, but it soon got 
into topics of far more basic impor- 
tance. What was the role of sales 
promotion? How do you measure 
success? What qualities are neces- 
sary? 

It’s the sort of session which can- 
not be captured in mere words, but 
you can get an idea of its effective- 
ness by learning that it ran stead- 
ily, without dragging, without los- 
ing people, for over two hours, and 
was completed only when the time 
came to set the tables for luncheon. 

At least two-thirds of the audi- 
ence took some part in the discus- 
sion. The arguments went back and 
forth, and no one who was present 
will forget this vital and exciting 
meeting. 

It was this kind of meeting 
and there were others equally ef- 
fective — which made this SPEA’s 
finest and most rewarding confer- 
ence to date. 


SPEA News... An announcement 
that AR was very pleased to make 
was the inauguration of a special 
column devoted to SPEA chapter 
activities. This column, to run each 
month, will list the dates, places 
and programs of all chapter meet- 
ings. This will permit traveling 
promotion men of whom there 
are many — to take advantage of 
their travels to bring them into 
closer contact with promotion peo- 
ple in other parts of the country. 

In addition, the column will re- 
port on talks given at chapter 
meetings, as well as other local ac- 
tivity of interest to sales promotion 
men elsewhere, whether or not 
they are SPEA members. This col- 
umn will start in AR for Septem- 
ber, being delayed only because 
most chapters operate at a lower 
rate of activity during the hot sum- 
mer months. Watch for this column 
in the early fall. 


Membership Problems .. One 
principle that is firmly embedded 
in the thinking of SPEA is that it 
is important to maintain the quality 
of membership. Growth is impor- 
tant, but not so important that it 





upermarket 
Selection 


AMERICA’S COMPLETE 
CUSTOM BINDER LINE 


One call from your Heinn salesman, and you'll see 
the widest selection of styles, colors, sizes, materials 
and finishes available today. Whether you buy the 
best or buy on budget, Heinn designs binders uniquely 
tailored to your sales needs. Heinn helps you create 
a lasting good impression on your prospects, helps 
organize your sales binders and catalogs for peak 
sales-clinching efficiency. 


CHOOSE CUSTOM BINDERS IN... 
LEATHER 
BUCKRAM 
VINYL 
HEINNCO 


CLIP AND MAIL Yes, we're interested in Heinn's special services ond | 
THIS COUPON: fast production. Send information on: Sretutibe 


Quantities 


[] SALESMEN'S BINDERS 


| 

| 

| 

The sistance 
4 He [_] DEALER BINDERS eoricnweitcdiitaitas a 

> [] MANUAL COVERS sscenceigatatee 

3 [_] HEINN INDEXES meee | 
| 

| 


NAME 


COMPANY TITLE 


Sales Zone 5F FIRM 
326 West Florida Street ADDRESS 
Milwaukee 4, Wisconsin CITY, STATE 
40a 
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should be achieved at the expense 
£ watering down quality. To this 
end, there is a national rule that 
no more than 15% of a chapter's 
membership should consist of sup 
pliers. This has been consistently 
maintained. New York, for exam- 
ple, now has a waiting list of 30 o1 
410 suppliers, who would like to join 
just as soon as more active sales 
promotion men are added to _ its 
Other chapters are in the 
same situation. The 


roste! 
Delaware 
Valley chapter is even more rigid 
and has so far excluded supplie 
members entirely 

While this has some advantages, 
there are some difficulties as well, 
of which the financial one is the 
most pressing. It takes money to 
run an effective organization today, 
and the costs are almost independ- 
ent of the size of the membership 


To get enough money from a 


limited membership would require 


raising dues, and this has its draw- 
backs 
Other 
sidered. One is to admit suppliers, 
but with higher dues and in some 


measures are being con- 


ort of associate, non-voting status 
Another proposal is to obtain the 
support of other associations, pri- 
marily of supplier groups. All these 
proposals will be explored during 
the next year 


Award Winner .. As AR readers 
know, Art Dietrich, Minneapolis- 
Honeywell, was named the Sales 
Promotion Executive of the Yea 
(See May AR) and as the final and 
culminating point of the conference, 
was presented the AR plaque by 
G. D. Crain Jr., AR publisher. In 
a brief acknowledgement, Mr. Diet- 
rich noted that the award was sym- 
bolic rather than 
urged that we 


personal, and 
follow the advice 
given at the previous day’s lunch 
by Kip Anger, Zenith, to use sales 
promotion techniques to sell sales 
promotion. The best way to do this, 
he went on, is to make local SPEA 
chapters strong, powerful and _ in- 
fluential in their communities. He 


listed six 


suggestions, which are 


worth thinking about 


“1. Play a recording of Mr. Anger’s 
talk at the next chapter meeting 


2. Go back and take a more active 
role in making your SPEA chapte 
strong. If you’re not on a commit- 
tee, get on one. If you haven't got 
a newsletter, start one. If there’s 
no chapter in your area, get one 
started. 

“3. Get your best 
about the advantages of SPEA 
membership at local advertising o1 
sales executives clubs. There is no 
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orator to talk. 


Man of the Year 
Art Dietrich (left 
receive his plaque 
from G. D. Crain Jr 
AR publisher 


competition here, but rather one 


complements the othe: 


‘4. Contribute 


ideas to all the publications serving 
the marketing field 


articles 1 article 


“5. Contribute, through the local 
SPEA chapter, promotion ideas and 
leadership to local civic and charita- 
ble organizations 


“6. Get every member in the chap- 
ter to register and attend the 1961 
SPEA convention in Philadelphia.’ 


Testimonials Wanted .. Every- 
body can try being a celebrity in 
a campaign currently being run by 
Guild Bascom & Bonfigli for Skippy 
Peanut Butter. Bert Lahr’s picture 
and testimonial appears on one side 
of the ad, a space for the reade: 
to paste his picture and write in 
And if 
statement to the 
company, it will be bought for 11¢ 
cash money! 


his testimonial on the othe 
you send your 


If you want to be included in the 
ads the company pays for, be sure 
you meet the qualifications set up 
by David Bascom. “We looked fo 
(1) a colorful personality (2) either 
male or female with (3) a good 
face who (4) could be bought and 
(5) only celebrities with at least one 
vowel in his surname or her first 
name were selected. This was a 
very important criterion since the 
agency warned 
strongly against alternatives.” 


astrologer had 


A Breath of Fresh Air . . Most 
contest rules are wordy and legal, 
so when the announcement of the 
1960 awards show of the Type Di- 
rectors Club arrived, it felt as if 
Spring had come. Here they are: 


It’s all those other rules that are 
made to be broken (parking 
near fire hydrants, obeying the 
10 Commands, coming home 
from the office party before 


dawn, etc.)—NOT THESE! Con- 
formity can—and should—go out 
the window as far as design of 
entries is concerned; in submit- 
ting entries, however, everyone 
must follow these few rules: 

1. Since this is the Age of the 
Label—and everything and 
everybody else is labelled—you 
entries must be, too. Labels are 
supplied by the Club, and must 
be completely filled out and af- 
fixed (stuck) to the back of 
every entry. The Catalog, Pub- 
licity and Art Direction Insert 
will be prepared from label in- 
formation Make sure it is 
correct. 

2. “Pieces should be unmounted 
and, where size permits, flat.” 
Post Office regulations prohibit 
any elaboration of this. 

3. MONEY. Each entry must be 
accompanied by a $2 entry fee. 
Contrary to accepted business 
practice, there will be no kick- 
backs (we're old-fashioned and 
intend to hang on to the entire 
two dollars). Check or money 
orders are preferred to cash “be- 
cause they are easier to handle 
by the Show Committee” (i.e., 
checks or money orders offer less 
temptation). A hanging fee of 
$20 will be charged for each 
piece accepted. 

4. The absolute deadline for re- 
ceiving entries is February 15th. 
To sum up: two dollars and a 
label with every entry—each la- 
bel must be properly filled out- 

deadline is February 15th. Pieces 
improperly labelled, or without 
the two dollar entry fee, will not 
be considered for judging. 

A word of warning to far-out de- 
signers: When filling out labels, 
please make the words readable. 
Your entries are another matter. 


Of course, the announcement ar- 
rived too late to be used in our 
“Competitions” column in time to 
do our readers any good. This re- 
minder of a far too common practice 
put something of a damper on our 
new Spring enthusiasm! 44 
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JAPAN: The Golden Temple at Kyoto 
Photographed by Chester Kronfeld for 
Pan American World Airways Calenda? 


You’ll see a world of difference in printing results when you start the job with 
Calcofluor-treated stock! Sharper contrasts — new brilliance of color — 


true clarity in subtle shades, so elusive in the past... all come alive on Calcofluor-treated 


paper... fill the picture with amazing beauty and excitement. It’s the 
ideal base for color reproduction! And, of course, your customers respond to improved 
printing results... with better business results for you. 
Specify papers treated with Calcofluor—now available from leading paper mills. 


American Cyanamid Company e Dyes Department « Bound Brook, New Jersey 





You can see the difference in Calcofluor-treated papers! 


Calcofluor White is the chemical brightener developed 
by Cyanamid especially for paper ... to provide a bril- 
liant white base for printing, whether it be black and 
white or color. 


1. Calcofluor-treated paper is whiter and brighter. 


» 


2. It makes the printed message easier to read 


more 
quickly understood. 


Whiter stock says “better quality’’—creates a more 
favorable company image. 


Black and white and four color proce SS Te produc- 


tions show up brighter, truer, more sparkling, more 
exciting. 


5. Calcofluor-treated paper gives the printed piece a 


head start on reader attention and interest. 


6. Calcofluor-treated paper gets the best out of print- 
ing craftsmanship — makes the most of printing 
inks, art work, engravings — enhances your com- 
pany’s prestige. 


. Caleofluor White is manufactured by American 
Cyanamid Company — known for many years for 
the high quality of its dyes and paper chemicals. 


Why not try a Calcofluor-treated paper on your next 
job? It’s easy to get today. Most mills now offer 
Calcofluor-whitened, Calcofluor-brightened stock in a 
wide variety of grades and finishes, and paper mer- 
chants everywhere can supply it. Use Calcofluor- 
treated paper and see the difference! 


ae cI I 
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American Cyanamid Company « Dyes Department « Bound Brook, New Jersey 








Sept. 1-Oct. 31 
Fall Cleaning Time 
Church & Dwight Co.. 
York 


sponsored by 
70 Pine St., New 


Sept. 1-30 
Protein Bread Sales Month . . . spon- 
sored by Natl. Bread Sales Months, 111 
N. Marion St., Oak Park, Il. 


{merican Home Lighting Fixture Month 
; sponsored by American Home 
Lighting Institute, 360 N. Michigan Av., 
Chicago 1 

Get More Milk for the Weekend 


sponsored by American Dairy Assn., 20 


N. Wa ker Dr.. ( hie ago 6 


Sept. 5 
Labor Day . . . (First Monday in Sep 
tember ) 


Sept. 5-Nov. 24 
United Community Campaigns of Amer 
ica . . . sponsored by United Commu 
nity Funds, Councils of America Ine., 
345 E. 46th St., New York 


Sept. 7-14 
Vational Child Safety Week . . . spon 
sored by American Safety League, 6 N. 
Main St., Plaistow, N. H 


Sept. 14-19 
Anthracite Week sponsored by 
Anthracite Industry Council, 342 Madi- 
son Av., New York 17 


Sept. 15-30 
National Eat-Lamb-Weeks . . . spon- 
sored by American Sheep Producers’ 
Council Inc., 520 Railway 
Bldg., Denver 2, Colo. 


Exchange 


Sept. 17 
I Am An American Day 
dential Proclamation). 


Sept. 18 
National Chiropractic Day . . . spon- 
sored by Natl. Chiropractic Assn., Na 
tional Bldg., Webster City, Iowa 


Sept. 18-24 
Vational Dog W eek eon sponsored by 
Natl. Dog Week Assn., 2517 S. Michi- 


gan Av., Chicago 16 


Sept. 22 
Rosh Hashana 


Sept. 23 
American Indian Day 


Sept. 24 
Kids Day sponsored by Kiwanis 
Intl., 520 N. Michigan Av., Chicago 11 


Sept. 24-Oct. 1 
National Tie Week sponsored by 
The Men’s Tie Foundation Inc., 432 
Fourth Av., New York 16 


Sept. 26-Oct. 2 


National Sweater Week . sponsored 


by Natl. Knitted Outerwear Assn., 
Fourth Av., New York 16 


Sept. 28 


Gold Star Mothers’ Day . sponsored 
by American Gold Star Mothers Ine., 


2128 Leroy Place, NW, Washington 8 


ASNA Awards 

Sponsored by the Advertising Specialty 
Vational Assn., 1145 19th St.. NW, 
Washington 6, D.C. Open to all kinds of 
campaigns which used a specialty item 
as part of the promotion. Competition 
for outstanding use of specialties is di- 
vided into two categories; budgets over 
$1,000 and budgets under that figure. 
Full details are available from ASNA. 

Closes June 1, 1960 


NPTA Imagineering Awards 

Sponsored by The National Paper Trade 
{ssn. Inc., 220 E. 42nd St., New York 
17. Open to all officers and employes of 
NPTA member firms for ideas or cur- 
rent printed specimens of unusual ways 
to expand printing and thereby increase 
the use of paper. Cash awards for the 
three top prize-winning entries are $1,- 
000, $500, and $250 plus trophies to the 
top ten entries. Judging will be on the 
basis of uniqueness, rarity or originality, 
and adaptability for national promotion 
in that order. In the event of similar or 
duplicate entries, the one with the ear- 
liest postmark will be eligible for judg 
ing. Send entries in duplicate. 

Closes July 31, 1960 


DMAA Leaders 
Sponsored hy the Direct Mail Advertis 
ing Assn., 3 E. 57th St., New York 22. 
Open to every producer of direct mail 
advertising. Entrants are allowed to sub- 
mit as many campaigns as they like in 
three categories; industry, retail, and 
service. Each entry must include five 
copies of mailings made after August 5, 
1959. Write DMAA for entry blanks. 
Closes August 1, 1960 


P.1.A. Awards 
Sponsored by the Printing Industry of 
{merica Inc.: Miller Printing Machin- 
ery Co. Open to all letterpress, litho 
graphic, gravure, silkscreen or allied 
process printers in the United States and 
Canada. Entering companies will be 
separated into three categories based on 
the number of employes. In each cate- 
gory entries of hoth campaigns and in- 
dividual specimens will be judged on 
the basis of the best self-advertising used 
between August 15, 1959 and September 
30, 1960. Judging points will be given 
on idea, copy, design, and quality of 
reproduction plus continuity and results 
in campaigns. Awards consist of three 
$1,000 cash prizes; nine Benjamin 
Franklin Statuettes; “Best Fifty” cer- 
tificates. For entry forms, etc., write 
Printing Industry of America Inc., 5728 
Connecticut Av., Washington 15; Miller 
Printing Machinery Co., 1117 Reedsdale 
St.. Pittsburgh 33: or Sears Limited, 
253 Spadina Rd., Toronto 4, Canada. 
Closes Sept. 30, 1960 


How to 
“Warm Up” 
Cold 

Remedy Sales 


IDEA NO. 169 


Canadian drug 

manufacturer 

Ayerst=, 

Mekenna & 

Harrison, Ltd., 

- sihed Montreal, sells 

its popular **Kryl”’ cold and sinus 

cahie from this handy counter dis- 

penser. To make the package even 

more convenient, a strip of self- 

stickin’, heavy-duty Kleen-Stik 

Dubl-Stik was added at the bottom 

of the easel. Dealers merely peel off 

backing, press dispenser on counter 

top or other smooth surface . . . and 

Kleen-Stik’s moistureless ‘‘miracle”’ 

adhesive holds fast to help make 

fast sales! Ingenious carton by 

American Paper Box Co. Ltd., 
Montreal. 


GET IT UP...KEEP IT UP...WITH KLEEN-STIK 


Ce tlle 
GELF-STIK-ing PU Sh 


139 


SAFETY tLe Ce 
TeCUC\GLE 


“aN si 


IDEA NO. 170 


Vinyl “Big 5” for Atlantic 
To remind gasoline service station 
customers of important ‘“‘extra’’ 
services, Atlantic Refining Co., 
Philadelphia, furnishes stations this 
set of large outdoor signs. Designed 
by Sales Prom. Mgr. Jim Yeager 
and Ed Santarlas, they’re silk- 
screened on Kleen-Stik Vinyl- 
Stik — pressure-sensitive plastic 
film that’s weatherproof, amma. 
scuff-proof. Complete instructions 
show dealers how to post them eas- 
ily on station exterior. Good-lookin’ 
production by partners Mario 
Pomanti and Vince Mace of M & 
M Silk Screen Studio. 


d33y°° 


"an Ai 


Your P.O.P. will give “‘extra”’ 
service if you use self-stick- 
ing Kleen-Stik. Write for full 
information and free ideas— 
or see your regular printer, 
lithographer, or silk screener. 


MILS-N337M HLILIM' 


PRODUCTS, INC. 
7300 West Wilson Avenue 
Chicago 31, Mlinols. 
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‘The 
copy 
below 
was set at 
100 words 


per 
minute! 


This copy was transcribed 
by a typist on the recording 
unit of a FridenJustowriter, 
thus producing both a first 
proof and a coded paper tape. 
The tape was then inserted 
in the reproducing unit which 
automatically prepared the 
repro proof at 100 words per 
minute, automatically justi- 
fied and error free. 

There is no faster method 
of preparing straight compo- 
sition for reproduction. 


The net output speed of the 
Justowriter is limited only 
by the speed of the typist. If 
she’s a 70-word girl on an 
office typewriter, that’s how 
fast she can operate the re- 
corder. (There’s nothing to 
slow her down: justification 
is automatically performed 
by the machine; errors are 
corrected by simply pres- 
sing one key.) Type faces? 
Take your pick of fourteen 
styles from 8 to 14 point. 


‘These 
are the 
machines 
that did 


Get full information from your Friden Man 


Friaen ¢ 


SALES, SERVICE, 


° ap * June 1960 


INSTRUCTION THROUGHOUT U, 


Jy write: Friden, Inc., San Leandro, Calif. 


= Sriden 


S. AND WORLD 


im 
Conventions 


All meetings listed here are annual 
conventions, unless otherwise described. 


JUNE 


1-3 J International Advertising Assn.. 
Waldorf-Astoria, New York 


5-8 {ssn. of Industrial Advertisers 
Show, Shoreham, Washington 


5-9 . International Convention, Adver 
tising Federation of America, Astor, New 


York 


6-10 ee Retail Copy Kt orkshop, Vational 
Retail Merchants Assn., School of Retail 
ing. New York University, NY1 


8-9 . Circulation Seminar for Business 
Publications, Pick-Congress, Chicago 


8-10 . . . Intl. Council of Industrial Edi- 


tors. Chase, St. Louis 


13-17 . . . International Advertising Film 
L 


Festival, Lido, Venice, Italy 


19-23. . . Fall & Christmas Market 
Week, National Assn. of Display Indus- 
tries, Trade Show Building, New York 


19-25 . . International Design Confer- 
ence, Aspen, Colo 


20-22 .. . Technical Assn. of the Graphic 
{rts, Sheraton-Park, Washington 


20-July 5 . Chicago International 
Trade Fair, Navy Pier, Chicago 

JULY 

7-12 . . . Professional Photographers of 
{merica, Conrad-Hilton, Chicago 


10-14... 
tions Assn.., 
D.C. 


American College Public Rela- 
Sheraton Park, Washington, 


11-16 World Congress of Outdoor 
{dvertising. Toronto, Canada 


11-16 . Outdoor Advertising Assn., of 
{merica, Royal York, Toronto, Ont. 


17-23 Public Relations Society of 
{merica and University of Wisconsin 
School of Journalism Institute, University 


ol W isconsin, Madison 
AUGUST 


2-5 . Advertising Age Creative Work 
shop, Palmer House, Chicago 


2-8 . . . Advertising Specialty National 
{ssn., Palmer House, Chicago 


6-9 . . . National Audio Visual Assn., 
Morrison, Chicago 


7-10 . . . International Assn. of Printing 
House Craftsmen, Biltmore, Atlanta 


21-26... 
New York 


Gift Show, Trade Show Bldg., 


SEPTEMBER 


11-14 . Produce Packaging Exposition 
. Americana, Miami Beach 


12-15 .. . Premium Show, 
tan, New York 


Astor-Manhat 





for ADMEN 


® William Caxton and his Critics, 
by Curt F. Buehler; Syracuse Uni- 
versity Press, Syracuse, N. Y., 30 
pages, $2.50 . . . Latest in the love- 
ly Brewster House Typographical 
Series sponsored by Syracuse, this 
little book is a tribute to one of 
the earliest printers and typogra- 
phers who worked with the English 
language, William Caxton, whose 
publishing activities occurred dur- 
ing the last half of the 15th cen- 
tury. 

At this time, the English language 
was changing rapidly, in an age 
with little printing and little more 
literacy. Caxton’s activities helped 
to freeze the language into the form 
and spelling in which we know it 
today. 

This volume has an essay on Cax- 
ton by the Keeper of Printed Books 
at the Morgan Library, a facsimile 
of the introduction to “Eneydos,” in 
which Caxton states his philosophy 
of publishing, and a_ translation 
into modern English of the intro- 
duction. R.B.K. 


@® TV Tape Commercials, by Harry 
Wayne McMahan; Hastings House, 
New York, 110 pages, $4.50 . . . This 
handy little book, as clearly and 
simply written as have been all of 
Mr. McMahan’s earlier books, con- 
centrates on the changes that tape 
has brought to the production of 
television commercials. It assumes 
that the reader is fairly familia: 
with standard production — tech- 
niques, and spends most of its time 
on the new developments and ap- 
plications. Those who are not fa- 
miliar with production are advised 
to take a beginner’s course first, 
perhaps by reading either “The 
Television Commercial” or “Tele- 
vision Production,” earlier products 
of Mr. McMahan’s fertile and crea- 
tive brain. 

This book is useful to the copy- 
writer, who can learn from it where 
his limitations lie, to the account 
executive, who can learn from it 
how to talk to the experts, and to 
the technician, who must deal with 
this new electronic equipment. 

R.B.K. 


® Decorating Alphabets and Initials, 
edited by Alexander Nesbitt; Dover 
Publications Inc., New York, 123 
plates, $2.25 ... One would have to 
be completely indifferent to lan- 
guage, type, artistic values and cre- 
ativity not to find some enjoyment 

and horror—within the pages of 
this compilation. 

Mr. Nesbitt shows us some of the 
beautiful initials of such people as 
Geoffroy Tory, circa 1522, and then 
in contrast, examples from that 
“great, weedy jungle” of the Vic- 
torian period of typography. A 
pleasant parlor game could be de- 
veloped from nominating the worst 
of this era—perhaps the design 
known with remarkable clarity as 
Lapidaire Monstre, the shrubbery, 
plant and antique designs or any of 
the creations which mixed Gothic, 
baroque and rococo. 

On the brighter side, you'll find 
in Mr. Nesbitt’s work some very in- 


Italienne Eursiv (verziert). 
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teresting examples of design. There 
is a set of wood engraved initials 
from Riga, Latvia, showing the ter- 
rors of night life, a charming set of 
Venetian characters by Philippus 
Pincius, circa 1504, and a set from 
the Egenolff Press, Frankfurt, 1542, 
devoted to the female form and the 
vagaries of love. 


A delightful work 


e The Professional Journalist, A 
Guide to Modern Newspaper Prac- 
tice, by John Hohenberg; Henry 
Holt and Co., New York, 424 pages, 
$6.75 .. . There was a time when the 
public relations man was an old 
newspaper man in a new suit. A 
book on newspaper practice would 
be useless to him. One of the main 
reasons he held his job was that he 
was an expert on newspaper proce- 
dures. But today, as public relations 
becomes more complex, and many 
of its people come from other than 
newspaper jobs, many a public rela- 
tions person has no working news- 
paper background. This type of man 
or woman, and their fellows in sales 
promotion, could use a good single 
source, such as this one, on modern 


newspaper procedures. For the value 
of the printed word is still there and 
for many a_ publicity campaign, 
newspaper participation is very im- 
portant. 

This book defines the functions of 
a reporter for a metropolitan news- 
paper. He is not a maker of policy 
for his paper. He doesn’t write the 
headline on his story. He does not 
determine the length of his report. 
He doesn’t decide where his story 
will be played—next to the obits or 
on page one. These are the functions 
of other people. 

But the reporter is the man who 
has your press release in his pocket 
and if you can help him see the vir- 
tues of your project, you have a very 
good chance of getting the publicity 
you desire. If you can’t convince the 
reporter, he won’t help in convinc- 
ing his desk that the story is worth 
attention. 

As indicated above, this book’s 
greatest value is to our reader with- 
out a newspaper background in a 
position where obtaining publicity in 
newspapers is part of his function. 
One warning there are 11,000 
non-metropolitan newspapers in this 
country. When the author speaks of 
newspaper, he means the big city 
metropolitans. When dealing with 
the smaller papers, and many of the 
nation’s radio and television stations, 
procedures may be greatly different. 

E.S 


e International Directory ...Mem- 
bers of Advertising Agency Net- 
works, edited by W. H. Long; Long 
Advertising Management Publica- 
tions, 5347 N. Santa Monica Blowd., 
Milwaukee 17, 28 pages, $5... The 
latest edition of this directory gives 
membership, officers and facts about 
the seven networks operating in the 
Jnited States. It also lists the U.S 
and Canadian cities which have no 
network member, and thus may be 
open to new memberships FI 
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| want a crash promotion campaign! 
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REACHING 


for more 
business? 


Labels hold the key... especially time- 
Saving, attractive labels! Pressure- 
sensitive labels by Shuman are easy 
to apply, require no water, stick 
rapidly to most clean, dry and smooth 
surfaces—have great versatility, 
reduce labor and waste. 

Next time you need labels of any 
kind, see us first. We are specialists 
in the art of developing and produc- 

ing quality labels. 

Send us samples of your present 
labels. We'll be glad to give you quota- 
tions or work with you in developing 
new label designs. 


Manufacturers of: 
ler imeel eer hat) 
Gummed 

Not Gummed 

it tel Eh Oh 
Heat Seal 

Stele sy 

Die cut 

elt mlah hd 
numbered, etc 


LABELS 


Telephone CEntral 6-8708 
Chet Mele eC 107. Me iat el Ma TES 
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READERS 


Uncle Sam’s New Role 


© Your April issue asks the ques- 
tion: “Who's the Sales Promotion 
Executive of the Year?” 

Well, I don’t know if you have 
ever considered him but I should 
like to nominate Uncle Sam for an 
award 

Contained in his very name is the 
formula for all the economic prog- 
ress this country has attained 

S Sales 
A Advertising 
M Marketing 

I feel there must have been some 
Nostradamusian influence at work 
when they originally selected Uncle 
Sam as a national character because 
he so typifies the “personality” of 
the United States in its climb to the 
top of the world 

And now in the contest for the 
future of our world, even more than 
ever is the need for this strong type 
character to spark our efforts inter- 
nationally as well as nationally. 

FraNK L. Draz Jr. 

New York 


Record Maker 


e As a subscriber to ADVERTISING 
REQUIRMENTsS, I enjoyed your ar- 
ticle “Phonograph Records ... A 
Powerful Sales Tool” in the Feb- 
ruary issue, but as a manufacture1 
of paper records, I was disappointed 
not to find our name on your list 
of producers 
We use the trade name SEE- 
HEAR! and are located at 415 N 
Dearborn St., Chicago 10. 
Epwarp VAN BAERLE 
President, See-Hear! Inc., Chicago 


Swings Into Offbeat 


@ I read your article “Why Not Be 
Offbeat” in the April issue of Ap- 
VERTISING REQUIREMENTS. I enjoyed 
the article very much and offer 
“ad-mail” as an addition to it. 

I published ‘“ad-mail” which is 
the return address charge envelope 
with advertising on the back that 


department stores send to their 


charge accounts each month with 
their charge statements. 

I buy the space from department 
stores and certain other mailers 
mailing direct to consumer. I resell 
the space to national advertisers. 

Results, incidentally, have been 
outstanding. In a recent test of 50M 
pieces, approximately 20° of the 
readership had used the ‘“ad-mail” 
envelope within three weeks and 
approximately 4142°% of these people 
had actually ordered the advertised 
merchandise. 

I. MircHELL AMES 

Ad-Mail Publishing Corp., New 

York 


New Address 


e Thank you for including us in the 
Offbeat article (See April, p. 29). I 
wonder if it would be possible for 
you to print our change of address 
in your next issue. Evidently the 
one we sent to you on a postal card 
was mislaid. 

We are selling space on the out- 
sides of grocery and drug bags, not 
shopping bags which are really those 
bags with handles. 

Leon Henry Jr. 

Salesbag Promotions Inc., One 

North Central Av., Hartsdale, 

N.Y. 


A Thank You 


@ Through your help we were able 
to locate a distributor of the self- 
illuminating light bulbs we sought 
and have already placed a substan- 
tial order, with likely more to fol- 
low. 

We mentioned the fact that the 
name came through our inquiry to 
Advertising Requirements; never 
more than now, do we here realize 
the value of being a subscriber. 

GeorGE O'DONNELL 

The George O’Donnell Agency, 

Beacon, N.Y. 


Liked Balloons 


e The article, “How to Buy Bal- 
loons” was extremely well written 





A legend comes to life on latex coated paper 


\s the boisterous gallery pressed in around him, Bobby Jones attempted one of the most crucial 
putts in golf history. Deliberately, he stroked the ball with his famous “Calamity Jane”. It raced 40 
feet across the green and scurried into the cup to win the 1930 U. S. Open with a birdie three! 
Bobby went on to capture all four major golf titles that year, achieving the unforgettable and un- 


paralled “Grand Slam” of golf. In sports, Grand Slams are rare, but they're made 


almost every day in printing—usually on latex coated paper. 
For reasons why, turn the page. 
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COATED 


Performance counts ...in sports and in printing 


The painting of Bobby Jones and the photography on the front of this 
Insert are printed on stock coated with Dow Latex. When your printing 
requirements demand sharp, faithful reproduction such as this, your best 


bet is alu ays latex coated papers. 


The striking contrast of rich and subtle hues is routine with latex coated 
paper, as are closely controlled ink receptivity, good resistance to water, and 
accurate halftone reproduction. Blended with other coating materials, 


Dow Latex assures excellent dimensional stability, smoothness, gloss and 


tracture-tree folding. 


Why not test the “Grand Slam” performance of latex coated papers yourself? 
They're readily available in a broad selection of dull and gloss grades, 


for both letterpress and offset. Ask your paper supplier about them, 


or write to us. THE DOW CHEMICAL COMPANY, Midland, Michigan, 
Coatings Sales Department 2328. 


This four color 150 line screen reproduc 
tion is printed on 100 Ib. Offset Enamel 


THE DOW CHEMICAL COMPANY - MIDLAND, MICHIGAN 
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and reflected considerable research 
accurately evaluated by your staff. Be 

I bought 40 additional copies which i a 

I’m sending to our men today. The 4 Ne f Mo th fe 

article will be of value to them as x mn it 

well as to their customers. 3 ; as 

Donato H. Evans oe as 
Advertising Manager, 


The Pioneer Rubber Co., 
Willard, Ohio A G How to Buy 


ma | «CUT-OUT 
WANTED) LEPPERS 


s 
Be a eerererer eee 


Whether you are looking for small die-cut 


. ? ‘ 
Ji sini i: siialilly. htaie paper letters to use on title cards, or 6’ plastic 
swers to most of the pleas for help letters to mount on the side of your building, 
that we get. Sometimes, however, ° ° ° ° a ° 
et: hee ee a this article will give you basic information and 
completely, or on which we feel we a source list. 

do not have enough information. 
The letters below fall in this cate- 
gory, and we are asking our readers 
to come to the rescue of our readers. 
Any information we get will be for- 
warded to the requestors, and will 
help to keep our files up-to-date 
for the next request. . . Ed. 


meet 


meet the 
Window Streamer Studies GARAMOND 


HEXAFLEXAGON 
* We aie ping 2 eaten broad One of typography’s most versa- 
promotion on window streamers, 

and have been unable to locate any tile and attractive faces, this is 
information or studies which repre- 
sent the use or effectiveness of win- 
dow streamers as a_ point-of-pur- 
chase promotional piece. 

If you can refer us to a source for 
this type of information, we will ap- 
preciate your forwarding us_ the 
proper information. 

Marvin S. SILBERMAN 

Advertising and Sales Promotion 

Megr., Drugmaster Inc., St. Louis 


To reach engineers with promo- 
tional material, Worthington 
turned to a new and different 


medium which holds attention. 


one you can never know too well. 


(Perhaps one of our readers knows 
of a study such as this? .. . Ed.) 


How to Introduce a New Automobile 


Chocolate Coins The campaign that precedes the announcement of a 


new automobile is one of the most carefully planned 


. , 
Would you please send us names of all new products, well worth study. 


of candy manufacturers who make 
simulated chocolate coins wrapped 
in foil and who would make the 
candy coins with the logo of the 
advertiser embossed on the surface 
or in the foil. 


First Prize: A Rolls-Royce 


A contest for a big prize 

CHARLES R. STAFFORD 
West-Pacific Agency Inc., Seattle, 
Wash. 


brought sales to a tiny 
product, a needle. 
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Just another 
wire display? 
... well hardly! 


ite 


This one is unusual because it 
is getting and holding locations 
in better class stores that usually 
demand much more expensive 
wood or sheet metal displays. 


How was it done ? Through the 
combined knowledge of the ad- 
vertiser and our design group. 


Appearance is part of the an- 
swer of course. We often use wood 
or hardboard panels to dress up 
displays. In this case our designers 
were able to complement an at- 
tractive functional! arrangement of 
the product with a clean simple 
appearance-design using wire 
alone. This resulted in a substan- 
tial saving. 


The advertiser carefully 
planned the assortment for great- 
est turnover of each item, so as to 
help the retailer get maximum 
sales from the space used. He also 
wisely elected to use a small sign 
so that the display can serve as a 
fixture in quality outlets. 


Let us work with you on your 
next display problem. 


INDIANA WIRE & SPECIALTY CO., INC. 
DALY and SHELBY STREETS 
INDIANAPOLIS, INDIANA 


Manufacturers and Designers of Displays from 
Wire in combination with other materials 


since 1945. 
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FSOLVED IT 


Here’s your chance to turn an idea into a $10 bill. Have you 
solved a problem in advertising or sales promotion? Have 
you developed an ingenious way to make life and your job 
a little bit easier? Tell us about it, in 200 words or less, along 
with appropriate pictures or drawings. Send your idea to 


the Managing Editor, 
Illinois St., Chicago 11 
will receive a $10 check 


Low Cost Black and 
White Slide Making 


In connection with our company’s 
internal training program we had 
the problem of producing a series 
of black and white slides quickly 
and cheaply despite the fact that 
each slide involved considerable 
copy—-from six to 30 words 

Cost of typesetting the wording 
was prohibitive, as was photo com- 
position. Even simple handlettering 
such as Speedball pen work was out 

Since the job demanded speed and 
low cost, we decided to abandon 
conventional photographic slide- 
making methods altogether. 

Our copy was prepared simply 
by typing it, using standard “re- 
production typing” techniques. Care 
was taken to maintain slide pro- 
portions and ample space was left 
between copy for each slide. 

We pasted up all copy on a sheet 
of white card and had an offset 
printer shoot it and supply us with 
a single piece of positive film. In 
shooting, the copy was reduced to 
proper size. So all we had to do was 
to cut the film apart and mount it 
in slide mounts 

Result: we obtained film to make 
10 slides at a film production cost 
of about $5 

Incidentally, negative film also 
makes very acceptable slides. (Youn 
audience sees white letters on a 
black background. 

Eric ADAMS 

Sales Promotion Manager, Hon- 

eywell Controls Ltd., Toronto 


Template, Cut to Size, 
Can Save Admen’s Time 


If you want to avoid the tedium 
of using a T-square, triangle and 
ruler to define the dimensions of an 
ad when preparing layouts, etc., you 


ADVERTISING REQUIREMENTS, 200 E. 
The author of each one published 


can save a lot of time by preparing 
some cardboard templates cut to the 
type page (or bleed) size of the var- 
ious publications you most often 
work with. 

Then all you have to do when 
starting a layout is to place the tem- 
plate on your pad, run your pencil 
around the edges and you've got 
your exact dimensions without any 
need for measuring each time you 
do it. 

You can make the templates even 
handier by writing on the template 
any pertinent data regarding the 
publication, or publications, for 
which it is proportioned. One tem- 
plate can often serve for several 
publications. 

Punch a hole near the top of the 
template and you can hang it on a 
nail on the wall. This keeps the 
edges and corners from getting 
banged up. 

Leo LESLIE 

Advertising Manager, Wellco Shoe 

Corp., Waynesville, N.C. 


Paint Samples Quickly 
Dry With Use of Blotters 


Quite often it becomes necessary 
to add new color areas to an existing 
water color or similar water-based 
paint illustration. The problem is in 
creating new tints that match the 
originals. Water-based paints, of 
course, when wet are several shades 
darker. By using white blotting pa- 
per (or blotters with a white sur- 
face) the new mixtures can be 
lightly daubed onto blotting paper. 
The colors will be dry in an instant, 
therefore verifying if the colors 
match the old. And there is no more 
waiting for paint samples to dry. 

Gorpon E. OpwarKA 

Advertising Manager, The Beacon 

Mutual Indemnity Co., Columbus, 

Ohio 





FAMOUS LAST WORDS (No. 14.) 


"WEXT YEAR, WERE GONNA START EARLIER” 


«+» A TIME-HONORED PHRASE IN THIS BUSINESS 


Time is one of the principal factors in effective trade 
show planning and production. Regardless of the 
amount of creativity, energy and money expended on 
your exhibit, it will fall short of its potential effective- 
ness if there is insufficient time to prepare it. 


The calendar is attractively designed in two colors with 
each page featuring a Famous Last Word Cartoon. It 
starts with July, 1960 and ends June, 1961. 


To help break the perennial cycle of late starts on show This unique, functional Calendar is yours 
planning and construction, GRS&W has prepared a FREE. Simply fill in and mail the coupon 
different kind of calendar . . . one which is an auto- 


matic reminder of coming trade shows and exhibits. 


Each month, with the help of this new calendar, you'll 
know what shows are coming up three months ahead. 
The month of July for example will list the show dates 


5875 Centre Avenue, Pittsburgh 6, Pa. 
for October, the month of August for November, etc. 


Please send me the new GRS&W Pre-Show Calendar. 


g exhibits and| 
displays Company 


Address 
5875 CENTER AVENVE, PITTSBURGH 6, PA. 


City, Zone, State 
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REPRINTS 


to help you 


Please order reprints by number. Unless another price is given, each 
sells for 25c. In lots of 10 of any one reprint, the price is 20c each; lots 
of 50 or more, 1 5¢ each; lots of 100 or more, 121/2¢ each. 


New This Month 


293 How to Get More for your Direct Mail Doliar 


294 How Design Unified a Product Line 


Advertising Specialties 
307 A Basic Guide to Specialty Advertising 
291 This is the Speciaty Industry — by Robert B. Konikow 


283 How to Buy Your Business Christmas Gifts — by Robert B. Konikow 


Art 


286 How to Prepare Art for Silk Screen Printing — by Edith Pilpel 
256 How to Buy Graphic Arts Materials — by Donald Davis 


236 A Code of Ethics for Art 


Audio-Visuals 


303 A Basic Guide to Business Films 
e ts / ' 
262 How to Get More from your “Film Budget a ey Fred A. Niles 


ke your d 


Direct Advertising 


304 A Basic Guide to Direct Mail 


261 How te Get an Effective Christmas Card — by Bette Macon 


254 Peek-a-Boo ne Can ‘Sell 


248 Can You Afford to Run Your Own Lette -rshop? — by Francis Ss. anion ws 
@ econ t 
240 Meking an Effective Direct Mail Package — by William ‘Guten Gould 


214 Are Amateurs Ruining Direct Mail? — by Dick Hodgson 
A provocative approach t 


172 202 Tips for Direct Mail | Advertising (50c) 
A 16 page booklet re ° 


Printing & Typography 

311 How to Save on Your Printing Bills 

305 A Portfolio of Typeface: for Admen 

282 Design & Color: Cure for a Sick Image — hi David K. Marshall 


257 How Billbourd Produced an Unusual Insert — by R. B. Schueler 


249 The Advantages of Letterpress & Off: et 


debat 


235 Let’ s Ger Together on of: et — by Bernard C. Schramm Jr. 


211 A oyetem for Controlling Printing Costs — by Srederths Semmnenn 
(50c) 


A ¢ sart e 


105 Let's Swap Ideas 
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Publicity & Promotion 


238 The Youngstown Kitchens Story (50c) 
art wi 
281 The AR Promotion Almanac for 1960 ($1) 
4V week month<e for the entire 
279 Report of the 1959 Gaes Promotion Executives Assn. Conference 
(50c) 
y Dick Hodgse 
: vers 
orto 
gle 


The Johnson Story (50c) 


The Mayflower Story — by Edward L. Van Riper 


The Sales Promotion Executive of the Year 
war , N 
How to Get your Film Shown on ‘TV — by Jim Atkins 
e re 
Barnyard at the Waldort ae » by Russel K. Crenshaw 
Disneyland Finds Solution | to Tourist Promotion Problem 
n wt € f noetitors b is [ 
How Basketball Built a Company Name — by w. F. Walker 
how basketball built brand recoan 
How to Handle Relations With Radio, Television & Newsreels 
— by William G. Cox 
A y program for audio and visual media 
Getting the Most from Publicity Photos — by Leo Solomon 


rod 1q photographs that win 


ie to an effe t 


Signs 
244 Designing for Posters — by Garrett P. Orr 


Practical hints from a leading art director In this field 


216 How to Use Highway Signs 


5 the ha 


ples of outdoor advertising 
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Reprint Editor 
Advertising Requirements 
200 E. Illinois St. 
Chicago 11, Ill. 


Please send me the reprints whose 
numbers are listed below. 


I enclose payment of 

Please bill me (for orders of more than $2) 
Name 
Company 


Street 
City 


Zone 
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dwertising Requirements 


The Sales Promotion Man — 


The 


By Dick Brown 
National President 


Sales Promotion Executives Assn 


The 3d annual SPEA conference heralds a new dec- 
ade in marketing. Prior to this, American industry has 
undergone two significant stages of development in its 
search for top management. 

The first of these came before World War II, when 
top corporation executives were frequently found 
among key manufacturing personnel. At that point, 
American industry had just gone through the period 
where production was “king.” 

The second stage came about with new taxation laws, 
which caused a situation where financial management 
spelled the difference between profit and loss. For that 
reason, the key financial people were frequently singled 
out for top corporation responsibilities. 

Now, in the sixties, the emphasis is switching to mar- 
keting. The executive who is sensitive to market 
changes and who knows how to use marketing as a 
tool is the man who is spelling the difference between 
profit and loss for his company. The sales promotion 
executive—a man of many talents—is an ever-increas- 
ing factor in the marketing efforts of his company. If 
he seizes that challenge, he stands an excellent chance 


of being the “coming man in manageiment” in the soar- 
ing “60s! 


> Looking back a brief five years to the formation of 
SPEA, it becomes startlingly apparent just how 
pertinent the conference theme was. In those five years, 
SPEA has made tremendous strides, and at the same 
time, the concept of sales promotion within the corpo- 
rate structure of many of America’s leading firms has 
become well defined, much better understood, and much 
more important in the total marketing mix. 

In the early and middle ’50s, the sales promotion pro- 
fession was thoroughly confused. Very rarely did you 
see the title “Sales Promotion Manager” in an organ- 
ization chart, and when you did, you were never sure 
just what it meant. In some companies, he was largely 
responsible for the production of printed and collateral 


,oming Man in Management 


material. In others, he was a sales manager or a sales 
development expert. But in most companies, he was a 
catch-all for all jobs that didn’t seem to belong any- 
where else 

Today, however, sales promotion has come of age. It 
is looked on as the link between advertising and sales. 
The sales promotion executive is recognized as a man 
of many abilities. He must thoroughly understand the 
field sales problems and, at the same time, he must be 
well grounded in the graphic arts. 

Through the efforts of his department, advertising 
campaigns can be more effective, because they can be 
coordinated with point of purchase, with visual train- 
ing aids, with pin-pointed direct mail and other areas 
of sales promotion activity. Through the efforts of the 
sales promotion executive, his company’s salesmen can 
be more efficient, because they can be given visual and 
printed sales aids, they can take advantage of effective 
local promotions, and they can be better schooled to 
the more effective use of their selling time 


> Since SPEA’s beginnings, five years ago, we have 
grown, until today we have an organization encompass- 
ing approximately 1,000 members who are responsible 
for the sales promotion function in their companies. 
There are now 14 active chapters, in New York, Phila- 
delphia, Boston, Pittsburgh, Detroit, Milwaukee, Chi- 
cago, Portland, Phoenix, Los Angeles, San Francisco, 
North Texas (Dallas), Twin Cities (Minneapolis-St. 
Paul) and Brussels, Belgium. Through the activities of 
a number of at-large members, additional chapters are 
in the process of formation in key cities, including St. 
Louis, Washington, Miami, Dayton and Cincinnati 
A national SPEA headquarters is a focal point for 
the flow of information about sales promotion to SPEA 
members, to the press, and to management executives 
who want to know more about the role of sales promo- 
tion in strengthening their marketing approach 


> Sales promotion, and with it the organization of sales 
promotion executives, is on the verge of a growth, com- 
pared with which, the last five years have been but a 
rehearsal of great things to come. 44 
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SORG's EQUATOR Index Bristol 


Helps Stimulate Sales 
for MEIER’S Famous Ohio State WINES! 


The eyercatching, giant-size (7" x 11° folded) 
self-mailer shown at right was printed letterpress, 

in black and royal purple, on Sorg's Canary EQUATOR 
INDEX, by the Hirschfeld Printing Company, Cincinnati. 
Mrs. Marge Raussen, Advertising Manager for 
MEIER'S, selected Canary EQUATOR INDEX 

because of the sturdiness of the stock, and because 
the color highlighted the seasonal theme of 

the mailing and gave the 

mailer, itself, a sales-appealing 

three-color effect with only 


two press impressions. 


With the fast rising popularity of giant postcards and giant- 
size mailers, more and more advertisers and printers are using 
Sorg’s EQUATOR INDEX to give these direct mail pieces the 
rigidity that will preserve their smart appearance right to the 
hands of customers and prospects. What’s more, the color range of 
ELQUATOR INDEX can be used to add excitement and variety 


to the entire promotion especially in the case of series mailings. 


Whatever your next mailing—giant card . broadside 

brochure—try Sorg’s EQUATOR INDEX! Because each sheet 

possesses uniform caliper and weight, EQUATOR INDEX requires 
Your Sorg distribu- 


tor will be happy to furnish you less makeready time ... can be run at more profitable press speeds. 
with an EQUATOR INDEX What’s more, you'll find that its surface-sized finish produces 
BRISTOL swatch book showing : 


the full line of sizes, weiahts, end beautiful printing results by either letterpress or offset lithography, 
— in stock. Phone him and that its wide range of sizes and weights carried in stock, make 
today 


EQUATOR INDEX a mighty economical stock to use. 


PANY + Middletown, Ohio 
\ APER COM 
) THE SORG P ¢ Manufacturers and Converters of Stock Line and Specialty Papers 


ah... 7 Offices in NEW YORK + CHICAGO + BOSTON « ST. LOUIS + LOS ANGELES 


SORG STOCK LINES 
WHITE SOREX «+ CREAM SOREX + LEATHER EMBOSSED COVER «+ PLATE FINISH « EQUATOR INDEX BRISTOL « REGISTER BOND 
MIDDLETOWN POST CARD + 410 TRANSLUCENT + EQUATOR LEDGER + SORG'S BLOTTING « TENSALEX 
GRANITEX «+ PARCHTEX 
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¥ Special AR Convention Report 
J 


How to Sell 


Sales Promotion 
to Management 


Sales promotion men often fall down when it comes to selling 


their program to top management. The same techniques that 


are useful to gain a customer have internal values as well. 


By Stanley Arnold 
Stanley Arnold & Associates 
New York 


No matter what good terms you 
are on with the top officials of your 
company, you do have to give some 
very conscious thought to this ques- 
tion: Are you continually selling 
yourself—your most important 
product—in your everyday relations 
with top management—your most 
important customer—as _ successful- 
ly as you think, and hope, you are? 

I'll venture to go a step farther: 
I would say that with all the evi- 
dence we have of your success—as 
sales promotion executives—at sell- 
ing your companies’ or your clients’ 
products to the customers, chances 
are that all of you do your poorest 
job when it comes to selling your- 
selves! 


>’ Now what evidence have I got 
that this rather unexpected state of 
affairs is really true? Stop to think 
for a minute of the things you think 
about and the steps you take when 
you undertake to sell a product. 
You dramatize it! You give a lot 
of thought to the way you pack- 
age it. You design ways to display 
it—bringing out its special virtues 
and minimizing its defects. You con- 
sider how to excite the trade—how 
to excite the sales forcee—and how 
to follow through on delivery once 
the promotion is bought. 


Now when you go to top man- 
agement with a new idea that you 
want to promote, there are going 
to be two things of just about equal 
importance in their eyes. One is 
the idea itself—the other is the man 
behind it. That man is you. You and 
your idea—together and inseparable 

constitute your “product.” 


> And how many of the steps that 
we've just outlined do you follow? 
Do you dramatize yourself? You 
don’t have to be flamboyant about it 
but do you pull out all the legiti- 
mate stops on the pipe organ to put 
management in the same mood 
make them feel the same excite- 
ment—about 
feel yourself? 

Do you think of all the other im- 
portant points—packaging, display, 
virtues and defects, and “follow 
through” with the same objectivity 
that you would bring to a product 
campaign? 

You, as the man back of your 
idea, are just as important as the 
idea itself. That’s because you, as 
the developer of the idea, are in 
the position of having to make it 
work. Check on the quality of this 
“package” from management’s 
viewpoint. Are you thinking as 
much about prices—and profits— 
as management will be? Are you 
thinking of any other special in- 
terest that may seem more urgent 
to top management than it normal- 


your idea that you 


ly would to a sales promotion ex- 
ecutive? Are you concerned with 
the management image and how it 
might be affected by this new pro- 
posal that you wish to make? 


> If you have checked on all such 
things as these, chances are the 
quality of your “product” is top 

really ready to be 
shown to your “boss,” 


drawer—it’s 
the highest 
echelon of your company, without 
any apologies and without too many 
weak points to be played down and 
kept in shadow while we put the 
spotlight on its strengths. 

But at this point the operation 
has just begun. I’ve talked to a 
good many sales promotion execu- 
tives and find that they put a tre- 
mendous amount of labor into the 
promotion which they propose to 
the company—but relatively little 
effort into presenting that idea from 
still another point of view—that of 
management itself. 

I believe one element that enters 
into this lapse of judgment is often 
the matter of timing. You feel some- 
what relaxed about this presenta- 
tion to top management. The “con- 
tact” is readily set up. Manage- 
ment is knowledgeable. You have 
all the time you need. Or so you 
may think! 

But actually, unless you give your 
idea all the immediate impact that 
you would give it in a presentation 
to the most unsympathetic outsider, 
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you are going to find that your own 
management—just like anybody 
else——reacts coolly, indifferently. At 
tention other things 


Suddenly you find your conterence 


wande) to 
time cut shorter than you _ had 
planned. This is where that added 
labor hould come in. For it takes 


time to be brief! 


you really had “time enough, 
you could probably go into youn 
al talk to top management cold 
And by the time you had thorough- 
ly warmed up to your theme, you 
vould have covered everything and 
would be in a position to get top 
excited about it as 


management as 


yourself 


you are Trouble, is, by 


that time. vou ve probably lost you! 
management audience—in spirit, if 
not phy ically Top 


vill be 


management 
thinking about something 


else by that time and your chance 


to ell 
iissed 
So it takes time—and effort—and 


labor to prepare a brief proposal in 


yourself will 


have been 


a way to capture the top officials’ 
interest and support. And it takes 
what Le Ross 
President of NOMA, 


three eyes ol 


omething 
Parker, Vice 
call the 


vision They are 


more 


mental 
imagination, m- 
genuity and initiative These are 
vhat count most of all in getting 
that dramatic quality into you 
packaging,’ and into your display 
into your follow-through, and in- 


to voul idea itself 


> Let me mention one or two con- 


crete ¢ xamples of the kind of thing 
I mean We 


our Organization a new sales pro- 


recently developed in 


motion idea, a contest which would 
involve expenditures, if the client 
bought it, of tens of thousands of 
dollars. We developed our ad ap- 
proaches, our point of sales ma- 
terial, the major prize which is an 
important factor, the timing and 
duration of the contest, and all the 
other hundred and one details which 
were necessary. 

ut we did not consider it sold 
on the basis of its merit alone—we 
had to go one step farther and dram- 
atize it to the client first. We had 
to focus the power of excitement 
upon the selling operation 
We went quite a bit beyond the 
norm,’ but that is just what made 


the difference in selling this idea. 


> The moral of all this can be stated 
simply: the package that you are 
presenting is a package of excite- 
ment 

It is designed to excite your cus- 
tomers. So isn’t it smart to excite 
your own management first—to get 
the man who signs the checks in 
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your corner? The point that I insist 
is often overlooked is just this: if 
top management is excited first, 
youll find that it is from top man- 
agement that all other excitement 


flows! 


> I believe in using artwork, flip- 
over charts, or other devices, just as 
you would in any presentation to 
an outside source. One time we 
used a stunt of drawing up a cer- 
tain promotion idea and binding it 
showing how it 
would actually look if it had been 
inserted by two of this company’s 
major competitors. When our “cus- 
tomer” saw how this idea might be 
handled by 


into a magazine 


somebody else, they 
were convinced that they 
it for themselves. 


wanted 


Often it is the way an idea is 
‘packaged”’—not only in the physi- 
cal sense but in its basic thinking 


that makes the difference 


>’ On another occasion we created 
the Remington Rand “Share of 
America” contest. 

If we had called this the Rem- 
ington Rand Stock Market Con- 
test, I'm pretty sure that few people 
would have bought it. I would not 
have recommended it, in the first 
place, because it would have con- 
noted speculation. But calling it 
and conceiving it as the “Share of 
America” contest gave it an over- 
all value and “climate” that was ac- 
ceptable and of great interest to 
management, to the New York 
Stock Exchange, to stock brokers 
everywhere, and eventually to the 
general public, more and more of 
whom were becoming investors. 

This experience with the “Share 
of America” illustrates 
something else about your relations 


with top management that perhaps 


contest 


you haven't thought about. Top 
management has a broader interest 
than anybody else in all phases of 
the company—in its relations with 
stockholders, with government—lo- 
cal and national, with suppliers, and 
so on. And for this reason it may 
be willing to accept certain ideas 
which people who are only con- 
cerned with sales, for instance, 
might not be so ready to accept 
For example, the “Share of Amer- 
ica” contest was inspired by the 
fact that the company was headed 
by General MacArthur. 
His presence in a private company, 
his stature, his belief in the sound- 
ness of America—all gave us an 
approach which then developed in- 
to a theme which he and officials 
of the company could believe in and 


honestly and completely support. 


Douglas 


>In the 
language in presenting your idea 
that will appeal to your hearers. 
Don’t just take it for granted that 
because 


same way, always use 


they're playing on the 
same team you are, your language 
will be their language. For instance, 
if you are talking to financial peo- 
ple, talk in broad-scale financial 
terms. If you are presenting an 
idea that should be tried on a lim- 
ited scale only, use language which 
continually emphasizes that you are 
testing, probing, trying out, and 
that you plan to prove out what 
comes to light during this trial run. 

Sometimes—and it’s always very 
when this happens—the 
dramatizing of your efforts and you 
results will be done for you—by 


somebody else. An important cus- 


pleasant 


tomer praises one of your cam- 
paigns, or an important business 
magazine writes up a promotional 
idea you've created. Maybe you 
win an award, or your chief is called 


The Objectives of SPEA 


1. To foster the exchange of ideas, data and knowledge among sales pro- 


motion executives. 


2. To improve the effectiveness of sales promotion as measured in terms 


of actual sales. 


3. To clarify the scope of sales promotion and make this better under- 


stood throughout business circles. 


4. To strengthen cooperation between: sales promotion and all other 
phases of sales management and selling, including advertising and public 


relations. 


5. To raise ethical standards and practices as related to sales promotion. 


6. To enhance the standing of sales promotion as a modern profession. 


7. To attract more people of high caliber to the profession of sales pro- 


motion, 


8. To foster the teaching of sales promotion in institutions of learning. 


9. To encourage the development of improved scientific techniques in 
the evaluation and practice of sales promotion activities. 





on to speak to a group about an 
idea you’ve developed. 

These can all be very useful 
events, but there’s one big “if.” They 
are useful if top management knows 
about them. And there’s nothing 
wrong in seeing to it that they are 
brought to your “bosses’” atten- 
tion. 

If a particularly 
pleased with an idea of yours, you 
might tactfully suggest that he write 
not to you but to your boss about 
it! After all, your boss is not going 
to sit and gaze into a crystal ball in 
order to find out how things are go- 
ing with you. He is just as anxious 
to be kept informed as you ought 
to be to have him informed with re- 
spect to all of your successes. 


customer is 


> Some joker once said that it’s 
dangerous to pat a man on the back 
because it will make his head swell! 
But I don’t know of many sales 
promotion executives whose heads 
swell easily. I don’t know of any 
who are completely satisfied with 
the job they’re doing—who don’t al- 
ways feel that the next campaign is 
going to be much better than the 
last. 

I don’t think this is a neurotic 
condition—I think it is healthy dis- 
content which can be so channeled 
that it pays off for you, your ideas, 
and your company. As a sales pro- 
motion executive, I think the steam 
generated by this discontent can be 
applied to developing certain es- 
sential qualities that all of us need. 

There are at least three of these 
essentials. Let’s spell them out and 
then go back and take a longer look 
at each one. The three that I would 
name are: 


1. Consciously develop and stimu- 
late imagination; 


2. Improve ability to diagnose prob- 
lems; 


3. Train yourself to think in “the 
management way. 


Take the first one 
go about 


how can you 
deliberately and _ con- 
sciously stimulating your imagina- 
tion? It isn’t easy. You can’t achieve 
it just by pushing a button. But 
there are a few tips that help. 
Get the habit, for one thing, when 
you are working on a problem, of 
pushing it just as far as you can and 
then putting it aside for awhile. 
Don’t keep on doggedly worrying 
it to death after you’ve reached the 
point of no return. Doing this just 
discourages you and saps your con- 
fidence until you find yourself go- 
ing round and round in the same 
unsatisfactory circles. But—and 
here’s the trick—when you come 


back to that problem, don’t pick it 
up at the same unsatisfactory point 
where you left off. Deliberately look 
at it as if it were brand new and 
fresh—as if you’ve never seen the 
ideas before because they’ve been 
dreamed up by somebody else! 

Tell yourself that you’re not 
picking up an old idea and going 
ahead with it, but that you are 
starting with a new idea—good, bad, 
or indifferent but new—to put with 
that old idea that might have been 
thought up by somebody else. Pres- 
to, you’ve got two ideas to work 
with and you'll find they'll be good 
for each other! You know somebody 
once said, “The reason ideas die 
quickly in some heads is because 
they can’t stand solitary confine- 
ment!” 


> Begin to compare the two possi- 
bilities with a fresh sympathetic, 
but above all, a clear eye and you'll 
be surprised how many still newer 
additional angles suddenly become 
visible. This carries you on to a 
higher imaginative level and you 
may find you’ve got your answer. 
Or you may find you have to break 
off again, and come back to it again 
for a wholly fresh start. 

But however many times you 
drop it and pick it up again, you'll 
never actually pick it up exactly 
where you left off. Something in 
your own earlier thinking—some- 
thing that you didn’t know was 
there because you were so close to 
it—is ready and waiting to stimu- 
late your fresh sensitivity. And this 
—you can depend on it—will even- 
tually bring another idea forth. 

There is always one more idea in 
you! It is up to you whether you 
let an old imperfect idea get in the 
way of the new one, or whether you 
learn this technique of laying aside 
the old and coming back to it so 
fresh, rested, and receptive that it 
serves as a stimulus to further 
progress. 


> Another thing you can do quite 
deliberately to stimulate imagina- 
tive ideas is to throw away “the 
book”—the old standards by which 
you've always judged things—and 
expose that sensitive receiving in- 
strument you call your imagination 
to wholly new sets of signals. 

Whenever you read anything—es- 
pecially busines magazines, reports, 
and other things of professional in- 
terest—don’t just browse with half 
your mind, or scan with half an eye, 
but search actively for every new 
wrinkle that you can find lurking 
in the pages. Some may even be 
found between the lines. 

You note an item of mild interest 
on one page, and then a little far- 
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ther on something else that seems 
to be of only mild interest. Sudden- 
ly, like a flash of light, you see a 
relationship between those two 
things. And there’s nothing “mild” 
about it any more. You've got a 
brand new idea and it’s terrific! 

I know one prominent executive 
who reads this way—actively look- 
ing for ideas in every column. He 
underlines them, tears them out, 
sometimes sends them off to his 
own customers who in turn find 
them stimulating just because he 
has started the imaginative ball 
rolling. He told me once that he 
judges the value of the media he 
reads primarily in terms of how 
many fresh new ideas he gets from 
this method of “do-it-yourself 
brainstorming.” 


> Then you find when you get the 
habit of actively looking for ideas, 
there are a lot of other places to 
look besides in your professional 
reading. I have a little trick I don’t 
always tell people about—it might 
not sound sufficiently impressive! 
But I find it pays off for me. When- 
ever I take a walk—or have time 
to walk to an appointment instead 
of taking a cab—I deliberately pick 
the route where I'll see the largest 
number of merchandising displays. 
Instead of walking up Park Av- 
enue, for instance, I'll go up Madi- 
son where there are more shops in 
which I can do what the ladies call 
“window-shopping.” Or if I’m any- 
where near a supermarket, I'll drop 
in just to see what I can see. I 
“browse” through department stores 
whenever I can, especially those 
that are noted for their promotional 
ability, just as I would 
through a book. 

Sometimes I spot a good idea and 
I think, “There! That same ap- 
proach could be used in another 
connection where it hasn’t been 
tried before.” Or I may see a bad 
idea—something that ought to have 
worked but just misses or some- 
thing else that really misses by a 
mile—and often I’m stimulated to 
think how I would have done it 
differently or where the idea went 
wrong. 

There’s nothing immodest about 
it when I claim that I always get 
from one to a dozen new ideas on 
these excursions. Because you can 
certainly get just as many if you 
will put the same technique into 
practice. I read somewhere lately, 
“Ideas are funny things; they never 
work unless you do!” It’s a fact. 
Learn to look for the new, the fresh, 
the stimulating. Actively re-think 
everything you see, deciding for 
yourself how you would do the 
same job if you had it to do.... 


browse 
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Don't overlook the 


important 
speeches at the SPEA Conference 
included in this issue. 

® Dick BROWN strikes the key- 
note for our coverage page 23 
@ Stanley ARNOLD gives some ad- 
vice to sales promotion men who 
want to be sure their recommenda- 
tions are followed page 25 
® John MACOMBER looks at the 
next decade and the problems 
which it will pose for sales pro- 
motion men page 30 
@ Robert M. GRAHAM tells of the 
dominant role sales promotion 
plays at Indian Head textiles 


page 33 





> Now number two of our essential 
qualities was: improve your ability 
to diagnose problems. This again 
isn’t easy—but there are some def- 
inite, helpful things that you can do 
It won't happen just by itself 

For instance, the first thing to do 
here is to get clear in your own 
mind and then get down on paper 
what is the real problem rather than 
what seems to be the apparent 
problem 

Maybe you have thought some- 
time that your major problem was 
how to make certain products in- 
teresting to the consumers, or how 
to make the customers purchase 
your product. Seems like a reason- 
able approach. But take a_ look 
closer to home and maybe you'll 
find that the real problem is how 
to overcome inertia within your own 
sales organization, Ol how to over- 
come a specific resistance at the re- 
tailer level 

Once when I was in the super- 
market business, we found an in- 
dividual market manager just fall- 
ing all over himself in his desire 
to get new business. He increased 
his signs, his advertising, his dis- 
plays. He gave pep talks to his per- 
sonnel. And do you know what we 
finally found out was keeping cus- 
tomers away from that market? It 
was the truly awful odor from his 
fish department! 

And I mean that 
wasn't an idea that 


literally. It 
“smelled to 
heaven” that time! His ideas were 
fine but he was working his head 
off on the wrong problem 

We often get blind to things like 
this and flounder around looking for 
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® Walker J. STROUD outlines the 


promotion program Owens-Corn- 
ing presents to home builders 
Satara eee page 37 
® Richard B. DINGFELDER tells 
how Scott Paper Co. has developed 
a sales promotion program to meet 
the highly competitive supermarket 
situation page 83 


® Bob KONIKOW 


impressions of the Conference in 


sums up his 


Editor’s Notebook page 6 
@ And to get the full story of Art 
DIETRICH, named Sales Promo- 
tion Executive of the Year by 
SPEA and AR, turn back to AR 
for May a page 23 


an answer that’s right under our 
nose. No matter how forcefully the 
answer makes its presence felt, we 
won't recognize it until we see it as 


part of the right problem 


>» Now we come finally to the third 
key essential: train yourself to 
think in the management way. In 
some ways this is the hardest of all 
because I have to admit at the out- 
set that I don’t have anything quite 
so specific to suggest to you. I can’t 
tell you that if you follow points 
one to ten, next week you'll be 
called in when the Board of Direc- 
tors is holding thei: 
asked to “take over.” 

But I do say that if you take as 
your basic guide the fact that the 
more you think like management, 
the more likely you are to be 
wanted by management, then you 


meeting and 


are on the road to achieving your 
ultimate objectives 

Many sales promotion executives 
to whom I have talked think in 
terms primarily of what I must still 
call, for want of a better word, 
“gimmick.” Now gimmicks are all 
right in their place. Everybody in 
sales promotion knows’ them 
knows the difference between some- 
thing that is a gimmick and nothing 
more and an unusual merchandis- 
ing approach based on sound think- 
ing but which has been given a 
dramatic flair. My purpose is not to 
examine these differences but to 
make the essential point that gim- 
micks aren’t everything. 


In your relations with top man- 
agement, gimmicks are not even the 
most important thing. You don’t 





want to come up with nothing but 
froth and foam, Klieg lights and 
spangles, while neglecting the ques- 
tion that is all-important from 
management's viewpoint: What are 
we going to do that will help us 
make more money? 

>In developing every idea, you 
have to consider not only the ulti- 
mate consumer but the man at the 
other side of that top echelon desk. 
He may not ask directly all of the 
questions that are in his mind, but 
you can be sure that there are in 
his mind such questions as these: 


1. What is this going to cost? 


2. More important, what results can 
I expect to get from it? 


3. Why specifically is this promo- 
tion desirable right now? 


4. How much time and effort will 
be required? 


Remember that management has 
many sides of the organization’s 
activities in mind at once; it does 
not want to spend time and talent 
on diversionary activities that don’t 
lead directly to the main target. 

Here are still other things for 
you, the promotion man, to keep in 
mind. What is your management’s 
general attitude toward the type of 
promotion that you propose? Are 
you following along accepted lines 
or suggesting a sharp break with 
the past? If you’re striking out in 
a new direction, are you prepared 
to show management why you be- 
lieve the change necessary now 

When you present an idea to youn 
top executives, don’t limit yourself 
only to things your own company 
has done. Get examples from other 
fields, other companies, and com- 
pare with your own ideas. Your own 
will carry more weight this way. 


> Finally—for we're all human after 
all—in presenting your idea don’t 
try to grab all the credit for your- 
self. Consider especially your im- 
mediate superior, and also those 
who are over him in the hierarchy. 
You'll find that the successful sales 
promotion idea will 
enough to go around. 

All these ideas are yours for the 
taking. They don’t cost money! To 
sell yourself to top management you 
don’t need an expense account—you 
don’t have to take them to “21” or 
the Copacabana. What you do have 
to have are the three “eyes” I 
named for you: imagination, in- 
genuity, and initiative. Remember 
it’s only natural for the boss to look 
to you, his promotion man, to be the 
number one “promoter” in the or- 
ganization. 44 


have credit 
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for your drawing board... 


You’ll want your copy of this new idea portfolio of beautiful printed pieces on Eagle-A Quality Text and Cover Weight. 
This colorful portfolio of “Thought Starters” is the first of a new Eagle-A series designed especially for you and it’s 
yours with our compliments. You’ll find it a source of ideas for layout design, for die-cuts and folds, for new color combina- 
tions and new ways to use Eagle-A Quality Text. This famous, economical paper comes in Brite White, Arctic White and 
six striking colors in both wove and laid finishes — and in Brite White, wove and laid, and matching colors, laid, in Cover 
Weight. You’ll find Eagle-A Quality Text and Cover Weight ideal for 

brochures, catalogs and many advertising pieces, printed by offset . 

or letterpress. Envelopes to match are available from Kent Paper Co., EAGLE -A 

New York. For your “Thought Starters” portfolio, write Dept. A, 

AMERICAN WRITING PAPER CORPORATION, HOLYOKE, MASS., MAKERS OF EAGLE-A COUPON BOND AND OTHER FINE EAGLE-A PAPERS 
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By John D. Macomber 


Mck 


There al foul basic forces at 
work today that are going to have 
a profound influence on marketing 
in general and sales promotion in 


particular over the next few years 


1. The grou th in world-wide popu- 
lation and the dramatic shift in the 

wealth. The U. §S 
expec ted to increase 
about 20°7, from the 180 million 
people of today, to 210 million by 
the end of 1969. In addition, slight- 


distribution of 


population is 


ly more than one-half our popula- 
tion will be under 29 

More significantly, there will be 
a dramatic growth in spending pow- 
er. The number of households in 
the $10,000 a year plus group will 
more than triple from 4.1 million 
to 14.6 million over the next ten 
years. The trends in the rest of the 
world are equally dramatic. Ignor- 
ing Europe, just take a look at 
what is happening in Africa, India 
and China 


2. The snowballing effect of new 
While many 


of these new products will be of the 


product development 


Buck Rogers type, dominating the 
picture will, in all probability, be 
the plain, ordinary garden variety 
of product improvements with 
which you are familiar today 

For example, one estimate indi- 
cates that the average grocery 
warehouse will have three times 
the number of items it now carries 
when we reach 1970. Think of the 
implications of this, on just the 
physical workload ahead of sales 


promotion 


3. The impact of foreign competi- 
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Special AR Convention Report 


The Problems Ahead 


for Sales Promotion 


tion. Another force on your role in 
management is the increasing ef- 
fectiveness of foreign competition 
in what have traditionally been ou 
markets. To demonstrate, take a 
look at the number of products in 
your house that are imported 

bicycles, cameras, typewriters, bin- 
oculars, chinaware, and others. And 
keep your eye on some American- 
made products that are 
ducks” for 


shoes, home appliances, furniture, 


“sitting 
foreign competition 


hats, fountain pens, electric motors, 


to name a few 

Foreign competition will intro- 
duce new sets of ground rules for 
sales promotion and new ingenuity, 


new willingness to experiment 


4. Pressure for earnings This is one 
which has been with us for a long 
time, but the source of pressure 
may shift. The group of quasi-pub- 
lic institutions, such as insurance 
companies, corporate pension funds, 
and union 


retirement funds, has 


rapidly growing investments in 
American industry, and cannot be 
expected to refrain from becoming 
vocal in their demands for greate1 


returns on their capital. 


’ These new forces will raise new 
headaches as well as new oppor- 
tunities for the sales promotion 
man. Here are three illustrations 
of major management problems 
ahead of sales promotion execu- 
tives 

1. Greater emphasis on _ planning. 


How can sales promotion do a bet- 
ter planning job and be more con- 
fident that short term programs are 
really tied to long-range company 
objectives? Top management not 
only anticipates applying pressure 
for earnings, but it has a suspiclous 
attitude toward a sales promotion 


budget different from the past year 
Sales promotion planning provides 
a frame of reference around which 
these budgets can be developed and 
understood by others, and helps to 
ensure that they are 
with company objectives and are 


consistent 


not based simply on extrapolations 
of history. 


2. Improved coordination with di- 
rect sales. There seems to be an al- 
most universal need for a_ bette 
coordination of the direct sales ac- 
tivity with sales promotion. Take a 
look at the trunk of the car of al- 
most any salesman you know, and 
see if it isn’t full of folders or dis- 
plays that are months out of date 
He may not have used them at all 
or not have gotten the mileage out 
of them that you had hoped for 

He may have good reasons He 
may feel that the home office 
doesn’t know his problems. During 
the period ahead, no market-ori- 
ented company can stand much of 
this lack of union between sales 
and sales promotion. 


3. Broadening our horizons Many 
companies are adopting a world- 
wide marketing concept, arising in 
part from our reaction to increased 
domestic competition from  over- 
seas, and in part from the fact that 
many companies can hope to ex- 
pand only by increasing their ex- 
ports 

There is a real need for the sales 
promotion man to learn in depth 
about overseas marketing practices, 
to translate and adapt our practices 
to different conditions, and to be 
ready to help think through the 
marketing strategy needed to gain 
a position abroad and to develop 
the new programs to make the 
strategy pay off 44 




















Sales Promotion 
Sells More than 
Advertising 


Here is one executive who says that if he could include either sales 
promotion or advertising in his budget. he would choose sales pro- 


motion. He gives his reasons in this provocative report. 


By Robert M. Graham 
Field Sales Manager 


Indian Head Mills 


New York 


We don’t believe that advertising 
sells! 

We believe that if we took full 
page ads, properly created, in full 
color, in every magazine published 
in America, ran them simultaneous- 
ly with the best tv show on the air 
and wrapped it up with car cards, 
outdoor spectaculars, cooperative 
newspaper ads in every newspaper 
and a direct mail piece in every 
mail box—we'd only show a slight 
increase in retail sales of Indian 
Head brand all purpose cotton cloth. 

Now, if anyone would like to 
finance such an experiment, we'll 
be glad to furnish our product as 
the item for testing—but I definite- 
ly feel that ’'d prove our contention 
that advertising will not sell our 
product. 

But if I do find a volunteer who 
will finance this biggest of all sat- 
uration programs, I’m going to do 
my best to sell him on allowing me 
to coordinate an intelligent sales 
promotion program with his adver- 
tising extravaganza and then we 
will sell our product 
numbers. 


in box car 


Because I believe that sales pro- 
motion sells! And all of that adver- 
tising would give me a foundation 
for a wonderful, glorious sales pro- 
motion program. 


> Sales promotion is the single most 
important function in the marketing 
of Indian Head brand fabrics. Ad- 
vertising, market research, product 
development, packaging—they all 
rank behind sales promotion in the 
selling program of our fabrics. 

And this situation stems from the 
fact that our top management—Jim 
Robison, the president, Charlie 
Wood, the vice president, market- 
ing, Earl Rushon, vice president and 
general manager of the finished 
goods division and Pete Scotese, 
vice president and general sales and 
advertising manager—have strong, 
positive opinions, based on experi- 
ence and results, which make a pro- 
gram of sales promotion the pri- 
mary activity around which the re- 
mainder of each quarterly marketing 
program is planned. Sales promotion 
is the star of the show—all other 
marketing functions are supporting 
players. 


> Many of you will recall the ter- 
rific impact of the Textron brand 
name at the close of World War II. 
Major department stores in every 
part of America ran _ promotions 
which were based on the theme, 
“It’s Textron time at So and So’s.” 
The Textron brand name was ad- 
vertised—yes—but so were thou- 
sands of others. 

But what brought about this ter- 
rific impact of the Textron name? 
It was sales promotion. And it was 
the aggressive, logical, what-will- 


it-do-for-me presentation to retail- 
ers of Textron’s sales promotion 
program which blasted department 
store top management out of their 
easy-selling, World War II lethargy 
and resulted in more powerful pro- 
motions than many stores had ever 
conducted either before or since. 


> Let me give you a very quick 
run-down on one promotion held 
in 1948. The Textron people con- 
tacted top management at J. L. 
Brandeis in Omaha early in the 
year with the proposal that this 
major department store run a store- 
wide “It’s Textron Time at Bran- 
deis” promotion in early October, 
aimed at pulling up the store’s sales 
graph sag which invariably follows 
the Back-to-School volume of late 
August and September. With the 
complete blessing of the store’s en- 
tire executive management, a total 
of 10 
girls, district 


salesmen, sales promotion 
managers and New 
York executives of Textron’s vari- 
ous divisions met in Omaha one hot 
Saturday in July. By Sunday night 
the largest sample room at the 
Fontanelle Hotel was set up with 
displays of every product produced 
by the entire Textron Corp. 

On Monday, beginning with the 
top people from the store, the story 
was presented individually to every 
Brandeis executive and buyer con- 
cerned. By Tuesday noon, every 
item had been ordered for the ap- 
propriate department and at the 
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wind-up luncheon, the top Brandeis 
and Textron executives outlined the 
detailed 
included a pecial section in the 
Omaha World Herald 


partmental displays on every Tex- 


promotional plans which 


special de- 


tron product in each department 
concerned plus every show window 
around the entire store 

It go 
carefully 


tion resulted in record 


without saying that such 


integrated sales promo- 
volume days 
lo! the store and in record sales 
vith the tore on ever, item pro 


moted 


’ By 1952 


had begun a 180 move from thei: 


Textron management 
original idea of operating as an in- 
tegrated, vertical textile operation 
to their present character as a wide- 
ly diversified, multiple divisioned 
corporation. In February of 1953, 
Jim Robison formed his own inde- 
pendent corporation, Indian Head 
Mills Inc. and bought the mills, 
trade names, patents and copyrights 
of the Nashua Division of Textron 
Manufacturing only Head 
cloth, 
and with an annual volume of only 
$11.5 million, thi 


corporation could no longer indulge 


Indian 
brand all purposs cotton 
new, independent 


in the million dollar annual adver- 
tising extravaganzas it had enjoyed 
in its years as a Textron division 
The officers of the new corpora- 
tion, except for the treasurer, were 
all sales trained. Every man had 
personally participated in the fab- 
ulous Textron promotions—man- 
agement was sold on sales promo- 
tion—and knew that where adver- 
tising had to be purchased, publicity 
could be 


and sales promotion 


earned 

With this complete belief in sales 
promotion, an organization was es- 
tablished with the emphasis on com- 
plete coordination among field sales, 
merchandising, packaging, and the 
limited advertising program which 
volume would allow 


> Let’s start with the product 
what kind of promotion can _ best 
produce the desired results from a 
selling program based on an un- 
usual combination of positives and 
negatives inherent in the corpora- 
tion, and the product and distribu- 
tion of Indian Head fabrics? 

To answer that we need to know 


those weaknesses. 


strengths and 
And here are some of the important 
ones as they appeared to be on that 
day when Indian Head became an 
independent company 


On the positive side we had 


1. The oldest registered trademark 
in textiles—-the name Indian Head 


2. A saturated distribution with the 
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of all desired 


fabric in at least 95° 
retail outlets 


3. A strong distributor organization 
to completely service the small re- 
tailers and give fill-in service to 


the major stores 


4. A product with strong consume) 
acceptance and some consumer de- 


mand 


5. An established, experienced field 


sales force, most of whom had 
demonstrated excellent selling and 


promotional ability 


6. A top management composed of 
sales and sales promotion minded 
men—with every key 
having his life’s savings (and all he 


executive 


could borrow) invested in the com- 
pany 


On the negative side we had 


1. Only one fabric to sell, where 
our men had become accustomed 
to carrying a broad line of piece 
goods, linens, beddings, shower cur- 
tains, draperies, etc 


2. Limited capital with no reserve 


to pay for even a single major mis- 


take 


3. Strong new competition appear- 
ing on the horizon in the form of 
new synthetic-fiber cloths, blends, 


new crease resistant finishes and 


a fashion trend toward prints 


against solid colors 


4. A shift of piece goods purchas- 
ing by the consumer from branded 
lines in department stores to private 
brand fabrics in chains or price pro- 
motion goods from small specialty 


retailers 


5. The post-war change in depart- 
ment store management from mer- 
chants who know goods to con- 
trollers who only know figures, re- 
sulting in many piece goods de- 
partments being moved from traffic 
locations on the good floors to an 
isolated area on the higher floors 


6. Aggressive 
apparel 


competition among 
manufacturers creating a 
market in which a consumer could 
buy satisfactory garments as cheap- 


ly as she could make them at home 


evaluated 
these pros and cons and decided 


> Management carefully 
we would need to take two steps as 
rapidly as possible: 


1. Educate consumers on new end- 
uses for the product. 


2. Broaden the range from one solid 
color fabric in one width to several 
widths in various weights with the 
possible addition of prints to meet 
the fashion trend. 


Our first promotion, still on the 
one basic width of solid color cloth, 
was to advertise—in a single half- 
page ad in the Ladies’ Home Journal 

an easy to make Christmas table 
cloth 

Of course, this ad contained every 
element of being promotable: 


1. It was a new end use, something 
new to talk about in calling on the 
buyer 


2. The item advertised could be 
easily displayed at the point of pur- 
chase of the fabric to be used. 


3. The majority of consumers did 
not have a special tablecloth es- 


Young homemakers are big “do-it-yourselfers" when it comes to sewing up 
curtains, Set up this attractive window to capture their interest... while 
Spring decorating is being planned. Use a mannequin as shown here with 
INDIAN HEAD "Sungold’ and " Bandwagon” in cafe-curtains. Drape "Regatta" 
from bolts, Dress the mannequin in INDIAN HEAD Paisley Vogue Pattern 


#9894. 


Window Display 


cluded among the material distributed 


promote the program 


One of a set of simple drawings sent out to department store buy- 
ers suggesting how to 


Made-up sets of curtains were also in- 





pecially designed for holiday use, 
creating plus business for both the 
store and the manufacturer. 


4. The entire promotion met a criti- 
cal need in the piece goods depart- 
ment where volume during the 
Christmas season is usually at its 
lowest ebb 


Our first diversification promotion 
was completely successful. We sold 
out at every stock level—retail, 
wholesale, mill stocks—on the colors 
adaptable to Christmas tablecloths. 


> Immediately following this pro- 
motion, we launched our broadened 
range of fabrics—a wider width of 
the same fabric, a line of prints on 
the basic cloth, and finally a heavier 
and wider fabric of the same basic 
character. 

Our diversification of end-use 
ideas in advertising and in-store 
promotions extended to bedspreads, 
vanity skirts, dust ruffles, pillow 
tops and most successful of all—we 
promoted our fabrics for cafe cur- 
tains, shorty draperies and various 
other window treatments. 

Today more than half of the yard- 
age of our fabrics moving to the 
consumer through retail stores is 
purchased for the making at home 
of decorative items rather than gar- 
ments. And this has been done with 
limited budgets, pri- 
marily founded on the premise that 
the advertisement must first be pro- 
motable and then be appealing to 
the consumer 


advertising 


> Expansion since our formation 


has resulted in our field sales force 
again carrying a broad line of prod- 
ucts for sale to department stores, 


Turn pillar or post ve 
into this attractive Ve 
Spring-Summer yy 

display piece. 


Hang cafe-curtains x : 
from rods as shown, y 
Use INDIAN HEAD 

“Sungold" and " Band- 

wagon" for curtains 

«.-- complete selection 

of prints for bolts in 

background, 


Copy theme: Your 
Spring-Summer 

Sew-It- Yourself 

Center 

Featuring INDIAN HEAD 
all-purpose cottons. 


In-Store Display 


LP 


——— 


dry goods wholesalers and _ the 
specialty manufacturing and dis- 
tributing organizations who use our 
items. 

This diversification of product line 
presents many problems. All of us 
know that we like most to sell what 
we know most about. To combine 
the talents of a superior sales pro- 
motion man with the ability to write 
a balanced volume of business on a 
variety of products with various 
types of customers requires a pe- 
culiar breed of salesman. 

It's not awfully difficult to find 
a man who can take a sales-promo- 
tion-designed ad on piece goods to 
a store and get the buyer to agree 
that he will back the promotion 
with goods, display the supporting 
model items and run a local ad. On 
the other hand, to have the same 
salesman prove equally effective in 
selling a utility company on buying 
our electric blankets to give free 
with every clothes dryer purchased 
in their service area—and on the 
next call successfully establish our 
Pequot No-Iron sheets and pillow 
cases in a trading stamp catalog 
this takes versatility and an unusual 
amount of flexibility. 

It’s when the peak season on elec- 
tric bedcoverings coincides with the 
only time to sell linen calendar 
towels, sheets and pillow cases for 
January white sales and the sew-it- 
at-home Christmas tablecloth pro- 
motion that, both in the field and 
at the home office, we sometimes 
find ourselves going in opposite di- 
rections at the same time. 

This is when we face our greatest 
challenge in keeping our sales pro- 
motional programs simple, work- 
able and interesting 


WwW, 
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Another of the promotion suggestions included in the manual for 


department stores. Mimeographing on color paper was used, and an informal style of 


drawing, to allow store display people full 


cope for creativity 


>’ So let me tell you briefly what 
we do to try to avoid the conflicts 
of product pressures and what we 
still would like to accomplish in im- 
proving our promotional planning. 

Right now I have six salesmen 
sitting at department store buyers’ 
desks (or awaiting their turn to 
see the buyer) in Boston, Buffalo, 
Philadelphia, Baltimore, Pittsburgh 
and Miami. Six other men are pre- 
sumably checking wholesalers’ stocks 
in Louisville, Minneapolis, Chicago, 
Kansas City, New Orleans and Fort 
Worth. Our San Francisco man is 
driving up the Freeway toward the 
city and our Los Angeles repre- 
sentative is driving out toward San 
Bernardino. 

In every salesman’s brief case (or 
more hopefully on the buyer’s desk) 
is a promotional package on Pequot 
Easy-Care No-Iron sheets and pil- 
low cases showing the cooperative 
newspaper ads run by the major 
retail stores in the New York met- 
ropolitan area, a summary of the 
cooperative advertising program, il- 
lustrations of the ad mats available 
and suggestions for easy to make 
interior or window displays. 

On Stevens linen towels, the sea- 
son is opening on 1961 calendar 
towels and each man has a sample 
line of actual calendars, a colored 
catalog to leave with the buyer for 
reorders, a glossy photo of the dis- 
play fixtures available to retailers 
at no additional cost with a modest 
order, sample ad mats and a sum- 
mary of the Stevens cooperative ad- 
vertising program. 

In addition to his sample line of 
electric bedcoverings, the salesman 
carries a cooperative advertising 
program outline and a supply of 
colored brochures showing the ma- 
jor items and illustrated suggestions 
on how to install a Nashua auto- 
matic electric sleep shop in the 
buyer’s department. Along with ad 
mats he has radio and tv copy. 


> Our current package on Indian 
Head brand all purpose cotton in- 
cludes a reprint of our current na- 
tional ad, appearing in five publi- 
cations, copies of direct mail pieces 

one sent to retailers we sell di- 
rect and the other to retailers who 
buy from our wholesalers, copies of 
our latest consumer leaflets avail- 
able to retailers for distribution to 
consumers, a_ booklet containing 
suggested departmental and window 
displays and finally actual cafe cur- 
tain panels as illustrated in our na- 
tional ad, available to our customers 
at a token charge. 

These promotional packages are 
supplied quarterly on each product 
line, usually one each month (but 
occasionally two). By placing these 
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in the salesmen’s hands in a care- 
fully controlled relationship to his 
territory coverage plan and the sea- 
sonal aspect of the product, we hope 
to eliminate any feeling that he is 
being tugged and hauled in different 
directions simultaneously, yet get 
his emphasis on the right products 
at the right season 


> Our seasonal priority at this time 
is on our line of fabrics—Indian 
Head brand all purpose cotton in 
white, colors and prints. 

Let’s take the current Indian 
Head piece goods package and have 
a quick look at the way it was put 
together. The ad was created by our 
advertising agency, Nathan Fein 
Inc., with the counsel of Pete 
Scotese, my boss, and Ed Concheiro, 
the assistant advertising manager. 
During preparation and again prior 
to its final approval, it passed 
through the hands of our merchan- 
dising department, our promotional 
gals, our field sales office and our 
outside public relations counselors, 
Ruder and Finn. In each instance 
it was analyzed on the basis of its 
potential support of that operation’s 
effectiveness and plans were drawn 
to get the most possible mileage in 
each area from the finished ad 

Merchandising recommended the 
product patterns and colors and 
geared production to support the 
estimated increase in sales. 
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Kick-off Ad 
This full 
run in Ww 
magazine 


reprinted 


Our promotional gals selected the 
styles of window curtains to be il- 
lustrated and selected the Vogue 
pattern from which the model’s 
dress was made. They also worked 
with an allied supplier, Coats and 
Clark Thread Co., on preparing the 
booklet 


tions on “how to” 


consumer giving instruc- 
make the cur- 
tains 


>» The field sales office checked out 
the attitude of key accounts toward 
buying and displaying actual model 
curtains and worked with the ad- 
vertising department in the prep- 
aration of the direct mail pieces and 
the suggested interior or window 
displays. A direct letter from the 
field sales manager to all of our 


franchised wholesalers pointed up 
the power of this promotion, out- 
lined all of the supporting activity: 
the national advertising, the direct 
mailing to the 


wholesalers’ cus- 
tomers and the availability of con- 
sumer leaflets and actual model 
curtains. Enclosed was also an ade- 
quate supply of bulletins for the 
wholesaler’s salesmen outlining the 
program. 

Our public relations counsel de- 
veloped the newsworthy fashion as- 
pects of the advertisement and pre- 
pared mailings to radio, tv and pub- 
lications’ fashion editors, including 
an offer to support their presenta- 
tions with free consumer booklets. 


> We'd like to build our promotions 
on better advertising, so we con- 
stantly feed ideas from our cus- 
tomers, our salesmen and our man- 
agement group through advertising 
department to the agency. How can 
we get more and better ideas from 
more people so that the agency can 
produce better ads? 


True Utopia would be just around 
the corner if we could get the thou- 
sand largest department stores in 
America to install departmental 
and window displays bringing our 
ad to life in three dimensions and 
featuring the actual product ready 
for sale. How can we improve out 
point-of-purchase sales aids, our 
model items, our display ideas? 

We know that there’s an alarm- 
ing dilution in the presentation of 
a promotion between the sales 
meeting presentation or the bulle- 
tin covering the package and the 
actual “pitch” made by our sales- 
men. And we know the tangy elixir 
is reduced to almost clear water by 
the time it passes through all of the 
communications filters between out 
office and the smaller retailer, as 
he gets the story from the average 
wholesaler salesman. How can we 
dehydrate our communications so 
that our salesmen and the whole- 
saler salesmen are sure to have the 
concentrated essence to which they 
need add only their fluid vocal pres- 
entation, coming up with the orig- 
inal full-strength message? 

We face these problems, knowing 
that we will never reach perfec- 
tion—but we're certainly going to 
keep striving toward that goal. 

’> The only advertise- 
ments are those which answer two 
“What is it? What will 


it do for me?” 


successful 
questions 


We try to weave this basic funda- 
mental into every sales promotion 
so that it becomes the dominant 
pattern in the sales promotion vel- 
vet we present. And because we 
want this “What will it do for me?” 
to stand out so clearly, we have a 


formula—the double-U formula: 


2U 


A successful sales promotion 
I 


And it works because if we'll put 
in twice the quantity of what it will 
do for you, the buyer, to one part of 
what I want, the program is ac- 
cepted with enthusiasm by the 
salesman, it retains its full strength 
as it passes through the filters of 
communication and repeated pres- 
entations and fulfills the promise of 
success it seemed to have on the 
day it was finalized in the home 
office. 44 
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How 


To sell more building materials, 
you have to help builders sell 
more houses through promotion. 


By Walter J. Stroud 
Ider Promotion 


ducts Division 


Fibergla 


We don't 
yet our business depends on people 
who do. We build or sell 


yatios business 
I 


build or sell houses 


don’t 
yet ou depends 
on people who do. We don’t make 
or sell drapes yet oul business de- 
pends on people who do 

Who are we? 

We're Owens-Corning 
We manufacture a 


which 


Fiberglas. 
basic 
33,000 
forms and uses on its way from us 
to the 
one of the 


product 


takes ovet shapes, 


“end” product. The sale of 


“end” products—houses 
basic 
Fiberglas. So like it or not, 
our problem is: 


there 


controls the sale of the 
product 
How do we get 


) 


from here? 
> To increase Oul busine SS, do we 
have to take responsibility for in- 
creasing “end” product sales? 

We believe we do and today we 
want to tell you about the merchan- 


dising route we've taken to do this 


This isa 


COMFORT 
CONDITIONED 


Home 


Sales Promotion 


Sells Houses 


in one market, to stimulate the sale 
of houses 

For a few moments, I'd like all of 
you to forget who signs your checks, 
and put yourself mentally in busi- 
ness for yourself as an average 
American builder who is about 41 
years old, married, has 2% kids 
and builds 60 houses per year at an 
average price of $18,250. 


» Now that you’ve taken on this 
alias, you've also acquired a few 


problems. Some of these are 


@ Land .. 


@ Design... What do my customers 
What will my 


Where do I get some? 
want? customers 
buy? 

@ Finances Where do I get 
some money? 
e Terms 
@ Sales . 
these 


More headaches 
.. If I ean arrange for all 
headaches to be cured by 
some wonder drug, how do I sell 
my product? This is your number 
one problem, because nothing hap- 
pens until a sale is made. 


With all 


solved, you 


your other problems 
begin to think 
about You say you 
don’t have any? That people will 


buy anything that you can—or will 


now 
competition. 


AX 
x) 
rs 


1 


+ 


build? Want to bet? You compete 
with every other that’s 
after that big consumer dollar. 
Boats, travel, entertainment 
and even the builder sitting next to 
you. 

Now, Mr. Builder, keep a piece 
of paper handy. In seven minutes 
I'm going to ask you to write one 
of two words on that paper: yes or 
no. 

And remember, Mr. Builder, the 
biggest problem you face is “How 
am I going to sell my houses?” 


industry 


cars, 


> Mr. Builder, may I take a few 
minutes of your time to show you 
a merchandising program that has 
helped four national presidents of 
the Natl. Assn. of Home Builders 
sell houses? 

What’s that? You want to know 
why we want to go around helping 
builders sell houses? Our philos- 
ophy, Mr. Builder, is that if we can 
help you sell more of your prod- 
ucts, then you will use 
So to help you 
product 
November: 


more of 
ours, move yout 
houses—off the shelves, in 
of 1957 we inaugurated 
a nationwide, 


advertising 


consumer-oriented 
program designed to 
precondition millions of Americans 
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on the comfort, the 


warmth of comfort the quiet of 


coolness of 


comfort, the economy of comfort, 
and the sales appeal of comfort 
We call this approach, oddly enough, 
the comfort conditioned home pro- 
gram 

Advertising plays a big part in 
this program. Ou medium 
has been Life. This has resulted in 
literally 


main 


millions of 
consumer impressions of the CCH 
ymbol What does this mean to 
you? Simply that when 
Americans who are on the 


hundred of 


typical 
go and 
one-fifth of whom move each yeat 

are transferred by thei 
and they're house 


company 
hunting, it will 
make no difference whether they’ re¢ 
from Jersey or San Diego, the per- 
centages will be in your favor, M1 
Builder 
ign on your model home they will 
immediately 


when they see this. site 


associate you with a 
national brand. This is a recognition 
that vou cannot buy at any price 


ona local basis 


> It is true that you and your sales 
bette: 
cally than possibly we'll ever be, 


organization are known lo- 
but we can give you a backdrop of 
confidence in front of which you 
and your sales organization can 
make the kind of music your pros- 
pects want to hear. Under this mer 
chandising umbrella you can 
merchandise all of the buyer bene- 
fits of your particular homes. Notice, 


Mr. Builder, that the 


not mention 


symbol does 
Fiberglas. It’s you 
symbol 


>’ So Mr and Mrs Typical Ame rican 
ee this handsome ign out front 
and come in. What then? If it’s dun 
ing the week and there are no sales 
around, there i 


pe opl 


a package 
of silent salesmen to work for you at 


This is a 


COMFORT 
CONDITIONED 


Home 


no cost. These leaflets explain com- 
fort features, standard features, and 
your exceptional features clearly 
and quickly 

Mrs. Typical American may say 
to her husband, “I recognized that 
sign but what do you suppose it 
means?” Here is what it means, 
told simply, clearly and dramatical- 
ly, right in your model home, even 
when no one but your prospects 
are around 

This package of silent salesmen 
includes a dramatic operating sav- 
ings display which tells the pro- 
spective buyer why your house is 
a better investment for them than 
your competitor’s and how they’ll 
save money by buying your home 


mow 


> To prove to you that we are real- 
ly interested in further helping you 
to sell your houses, we have pre- 
pared for your use 
your sales organization—a_ sales 
training film which was produced 
by the country’s leading home mer- 
chandiser, Stanley Edge. This film 
tells your salesmen how to control 
and close the sale 

It does not sell any product, but 
it does suggest ways of selling the 
benefits which you have built into 
your homes. It shows your people 
what has made other salesmen suc- 
cessful. Doesn’t this make sense, M1 
Builder? 


> This fundamental sales knowledge 
plus specific product qualities and 
characteristics, which we will give 
your people, added to the basic in- 
formation they have relative to lo- 
cation, design, financing, terms and 
down payments, will give you and 
your sales people a sales promotion 
package which sings. When you uss 
this package, along with the back 


and the use of 


drop of confidence and recognition 
which has been developed through 
our Life advertising schedule, you 
set yourself apart from your local 
competition. It offers a solid founda- 
tion upon which you can build your 
own local supplement to this na- 
tional—yet local 
program. 


sales promotion 

Does our proposition of making 
“prospects out of lookers and buyers 
out of prospects” sound interesting 
to you, Mr. Builder? 


>» What does it cost? Nothing really 
What must you do? Insulate you 
homes to comfort conditioned home 
standards. You win in several ways: 


1. You have a solid merchandising 
foundation to work from: 


2. You get local recognition of a 
multi-million dollar, national sales 
promotion package; 


3. You can qualify more prospects 
(make more “lookers” into pros- 
pects); 


4. You can make more “buyers” out 
of prospects; 


5S. You will have proved-in-use ef- 
fective sales aids in your model; 


6. You will have personalized sales 
training for your own organization 
by the nation’s top home merchan- 
dise1 ; 


7. You will sell more houses—and if 
we can help you to do this, we'll 
take our chances on your buying 
more of our products 


Now the big casino. Will you, Mr. 
Builder, join this program? Just say 
yes or no. Will you join us in this 
aggressive program to boost your 
home sales? 

How many said “yes’’? 

How many said “no”? 


Closed Circuit TV 
Camera Is Announced 


What is described as the first 
low-cost transistorized camera unit 
for closed-circuit 
advertising 


telecasting for 
agencies’ merchandis- 
ing, display and operational needs 
has been placed on the market by 
Packard Bell Electronics, 1920 S. 
Figuero St., Los Angeles. 
According to the company, the 
Packard Bell Telekaster camera 
with control unit and 25’ of cable 


FIBERGLAS 


i stallation fee. It can be used with 


sells for $695, plus a nominal in- 


Double Spread A full-color ad in ‘‘Life’’ gave prominence to the seal. Reprints, a 


f course, were used widely to merchandise the program 
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regular television receiver or 
with a video monitor. 44 





FILM 


REVIEWS 


This month, we depart from our regular coverage to devote the entire 
column to a report on the 2d American Film Festival, including trends, 
as well as brief reviews of films selected for screening there. Next 
month, we shall resume our regular reports on films screened in AR’s 


editorial offices. 


A movie maker can always learn 
something from watching a movie. 
And when a dish of more than 300 
films is set out for tasting, one is 
often apt to glut oneself, and to lose 
all sense of perspective. So it is at 
a film festival, and so it was at the 
second American Film _ Festival, 
sponsored by the Educational Film 
Library Assn 

Before getting into the over-all 
impressions, it is opportune to con- 
gratulate EFLA on a well-run and 
well-thought-out competition. There 
were 34 categories in which entries 
were accepted, including films on 
science, travel, nature, religious 
educational films, and_ of 
greater interest to AR readers, films 
on sales promotion, public relations 
and sales training. Filmstrips could 
be entered in a similar group of 34 
categories, but 


films, 


were judged sep- 
arately 

The group of films entered in a 
specific category were first viewed 
by a Pre-Screening Committee, set 
up for this specific purpose. Each of 
these committees had to contain at 
least two subject area specialists in 
the category, at least two audio- 
visual specialists, and at least two 
utilization specialists. Each member 
separately scored each film from his 
own special approach 

On the basis of these scores, the 
films to be shown at the final festival 
sessions were selected. Then, a new 
jury, with the same constituents, 
decided which film in each category 
was to get the coveted blue ribbor 
award. 


>’ Screenings in the categories were 
held in many rooms from Wednes- 
day afternoon through Friday, and 
of course, no individual was able 
to see more than a fraction of what 
was available. During the six ses- 
sions of film showings, this reporte1 
managed to view the respectable 
number of 35 films, ranging from 6 
to 38 minutes. 


After seeing these films, mostly, 


but not entirely, sponsored by in- 
dustry, and after talking with visi- 
tors who had sat in other categories, 
there are some general observations 
that are worth making: 


e Color is extensively used. In 
films produced by industry, black 
and white has almost entirely dis- 
appeared. Not one of the public 
relations category, for example, 
was b&w, nor were the films in 
industrial and technical processes, 
nor in sales and promotion. The 
black and white films, however, did 
not lack impact, where used effec- 
tively. 


e The motion picture continues to 
learn from television. A number of 
the entries were actually films that 
had originally been prepared for 
tv showings, such as some of the 
CBS “Twentieth Century” series. 
But the technique of postponing 
the title until well into the body of 
the film seems to have been more 
widely adopted. The first thing you 
see, in these films, is action of some 
sort, which may go on for some 80’ 
before the name of the picture is 
revealed. This, as all tv viewers 
will recognize, is a way developed 
to hold an audience through a com- 
mercial. 


e Another technique adopted from 
television is the use of long se- 
quences in which nothing happens 
on the screen except the narrator 
talking. In the earlier days of films, 
this was considered downright sin- 
ful, and a waste of the potentials 
of the screen. But television, of 
necessity, has been forced to do this, 
and perhaps our audiences are now 
more willing to accept the fairly 
static visual. 


e Filmstrips seem to be disappear- 
ing, at least as festival entries. 
There fewer entered and 
shown this year than last. Produc- 
tion, however, according to pro- 
ducers who spoke at one of the 


were 


y 


preparing 
art for 


SLIDES? . 


For helpful hints, friendly 
suggestions or technical advice... 
that can save you time, avoid errors 
or help you get the kind of repro- 
duction you want, just call JUdson 
2-1396. You'll be talking to Ad- 
master, America’s headquarters for 
slide know-how and reproduction 
facilities. Any size or type slide... 
color or black & white...one-of-a 
kind or large runs... Admaster can 
do the job right. Tough deadline? 
Admaster offers SAME DAY 
SERVICE on all types of slides... 
including color! As long as it has 
something to do with a slide, give us 
a call...anytime. 


FREE! Send for your copy of 
“Practical Specifications for Visual 
Aids”... packed with valuable slide in- 
formation. 


Admaster 
PRINTS, INC. 
ADMASTER BUILDING 


1168 SIXTH AVE., N.Y. C 
JUdson 2-1396 
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panel sessions, is still high, and thi 
filmstrip is not a tool that should 


be ignore d 


>’ Prints of the 34 award winning 
films will be held by EFLA until 
September, and will be loaned to 
organizations which wish to sponso 
public showings of the collection 
Realizing that this takes three eve- 
nings means that the sponsor must 
be serious about it, and offer ade- 
quate screening facilities and pro- 
motion A 
already requested that the films be 


made available. Prints of individual 


number of cities have 


ubjects may be requested from the 


ponsor, the producer, or, where 
indicated, the distributing agency, 
under whatever conditions have 
been set up 

The films briefly described below 
are some of those viewed by this 
reporter Some of the comments 
are critical, but let us preface them 
with the obvious remark that all 
were of high quality, or they would 
not have gone as far as they had 
In addition, not all of the films 
mentioned are commercially-spon- 
sored. If listed, it is because we felt 
that each had something special to 


teach a film maker or a film user: 


@ Images from Nature, produced 


and distributed by Karl B. Loh- 


mann Jr., West Lafayette, Ind 


Interesting photographic techniques 
in a film which has no dialog, but 
uses actual bird, insect and animal 


sounds, different 
speeds to achieve special effects 
Visual effects were achieved with 
colored _ lights, 


rerecorded at 


through 
pressed glass, and so on. Interesting 


shooting 


and suggestive 7 min... color 


e Soir de Fete, produced by Films 
de la Pleide, distributed by Brandon 
Films A completely abstract 
film, drawn directly by the artist 
on film. It is indicative of just how 
much meaning and emotion can be 
communicated with the very mini- 


mum of material. 6 min.. color 


e Sylvan Sketches, produced by 
Ernst Wildi, distributed by Paillard 
Inc . A demonstration of the 
potentials of a Bolex camera, de- 
signed for showing to camera clubs 
Beautiful photography, with skillful 
cutting, is vivid, impressive testi- 
mony. Soft, but effective, selling 
12 min., color 


e The Drama of Metal Forming, 
produced and distributed by Shell 
Oil Co. . . One of the most interest- 
ing pictures on the entire program 
Excellent photographic coverage of 
forging, casting, rolling, and so on, 
makes the subject clear to all levels. 
Shell’s interest is in the role of 
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lubrication, which is very 


introduced. 28 min 


subtly 
color 


e The First Prize Story, produced 
by Carson Davidson Prods., for 
Tobin Packing Co., Albany, N. Y 
and distributed by Tobin ...A 
straightforward film of a trip through 
a meat plant, 
clearly how a pig is disassembled 


packing showing 
into the cuts sold in the super- 
market. It is better and faster than 
an actual trip, and should be effec- 
tive in establishing a good brand 


image for its sponsor. 22 min 


Blue Ribbon Winner 


- color. 


@ Product ot the Imagination, pro- 
Wilding for Aluminum 
Co. of America, distributed by Al- 
. This 
should have been a more exciting 
film than it is, but it seemed to be 
too talky as it extols the virtue of 
aluminum and shows how it was 


duced by 


coa and Association Films 


formed. Its final sequence, showing 
possibilities of the 
future, is well handled, and almost 
rescues the whole production. 26 


reer color 


some of the 


e The Power of Paper, produced 
and distributed by Victor Kayfetz 
Prods. for P. H. Glatfelter Co. 
An interesting concept that didn’t 
click. It suffered from stating too 
many objectives and attempting to 
do too much in a single film. The 
role of paper in history, the manu- 
facture of paper, the uses of paper, 
research into hardwood utilization, 
reforestation and planned harvest- 
ing, community relations, don’t all 
go together, interesting and impor- 
tant as each is. Towards the end, 
the film sponsors seemed to talk 
to themselves rather than to their 
audience. The filmograph technique, 
used for the historical portion, was 
well-conceived. 27 min., color. 


e Rhapsody of Steel, produced by 
John Sutherland for United States 
Steel Corp. . . One of the most 
impressive films in the festival. An 


No thanks, I’ve kicked the habit. 


obviously expensive production, in 
full animation, with an_ original 
played by the Pittsburgh 
Symphony, this film deserved, and 
got, theatrical release. While the 
beginning seemed somewhat far- 
fetched, its later sequences, showing 
the production of steel, were excel- 
lently done. Worthy of special note 
was the ingenious and _lightly- 
handled sequence which demon- 
strated how often the ordinary man 
used steel in his daily life. 23 min., 


color. A Blue Ribbon Winner. 


score 


e Anatomy of a Salesman, produced 
by Henry Strauss Prods. for Pan 
American World Airways, and dis- 
tributed by Pan Am. . . A sales 
training film, this stresses the im- 
portant role of the sales manager in 
guiding and training a new sales- 
man. Realistic in its acting and 
story, it uses stylized settings, which 
indicate how simply and effectively 
this can replace expensive clumsy 
sets. One of the few in black and 
white. 22 min. 


@ Me, produced by Elektra Studios 
for Fawcett Publications . . . This 
film is designed to produce an im- 
pression of True, its contents and 
its readers, on advertising execu- 
tives. Using editorial stills from the 
magazine almost entirely, there is 
not, as I remember, a single actual 
moving shot, but the cutting and 
montage are so skillfully done, the 
contrast of size and color so sharp, 
that there is a constant sense of 
movement and continuity. 

It is an exciting film, and one 
worth considerable study. 10 min., 
color. 


e Tie Tie Go-Round, produced by 
On Film for Chicago Printed String 
Co., distributed by Modern Talking 
Pictures . This is a film that is 
almost too dazzling to be effective. 
It is colorful: but confusing. One is 
left with an impression that many 
colors and patterns are available in 
the sponsor’s line, but rather than 
making it seem simple to produce 
the beautiful wraps shown, it might 
tend to frighten some of us six- 
thumbed people away. It missed, but 
not by much. 12 min., color. 


@ Whistling Steamers, produced and 
distributed by New Holland Ma- 
chine Co. .. . I’ve known about the 
old car fans and the railroad en- 
thusiasts, but being a city boy, this 
film was my introduction—and a 
fascinating one—to the steam-driv- 
en farm tractor and its auxiliary 
machines. It’s a simply photo- 
graphed picture which took advan- 
tage of a showing of this old equip- 
ment at a state or county fair to 
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is is Bill Richards of Cleveland. As a com 
mercial photographer, Mr. Richards has created 
thousands of advertising product pictures. He's 
responsible also for the imaginative excursion into 


color photography on the front of this insert 


HAMMERMILL 
OFFSET rervects a proouct’s auauiry 


Photographers like to see their work printed on Hammermill Offset because 
its extremely high reflectance assures more pleasing contrasts, more 
faithful reproduction of colors or black and white. 

Printers like to print on Hammermill Offset because colors stay on top 
bright, forceful—and because Hammermill Offset stays in accurate register. 

You'll like Hammermill Offset in any of the 8 finishes and 7 cheerful 
colors in Vellum finish. This specimen printed by offset on substance 70, 
Wove finish on a 25 x 38 two-color press. Sheet size 251 x 38, eight up. 
Speed 4000 per hour. Colors printed yellow, blue, red, black. 


Hammermill Paper Company, Erie, Pennsylvania. 





make a record on film. Nothing very 
complicated, but it will certainly get 
the full attention of the farm audi- 
ence at which it is aimed, and thus 
make new friends for its sponsor. 
10 min., color. 


@ Wings to Italy—Land of En- 
chanted Fountains, produced by 
Coleman Prods. for Pan American 
World Airways, distributed by Ideal 
Pictures. . . This is a travel picture, 
very much in the tradition of its 
kind. Other than a couple of shots 
of Pam-Am jets winging their way 
through blue skies, there is no other 
sponsor identification, outside of 
titles. The footage is devoted to the 
familiar scenes of Italy, Rome, Ca- 
pri, Florence, Venice. The photog- 
raphy is beautiful, and the com- 
mentary is restrained. The use of 
two voices, one standard 
the other slightly 
maintain interest. 
An unusual touch is a focus lead- 
er, with animation, designed to give 
the projectionist time to fix focus 
and find his sound level before the 
main title appears. 27 min., 


A Blue Ribbon Winner 


English, 


Italian, helps 


color 


@ The Justin Story, produced by 
Motion Pictures Inc. for the Justin 
Boot Co. . 
know, is a Texas company which 
makes cowboy boots, and has done 
so. for Excellent 
accompanied by not 
too much dialog, shows how these 
utilitarian and decorative boots are 
made. Careful cutting keeps the 
continuity of the production clear, 
and the film is effective in impress- 
ing the viewer with the skill and 
integrity of the sponsor. 

In line with the remark above 
about the lateness with which the 
title appears, this film reaches the 
extreme of having no title until the 
end credits. 14 min., color. 


. Justin, in case you didn’t 


many 
photography, 


years. 


® On the Go, produced and distrib- 
uted by Portafilms for the J. I. Case 


UEL MILLAG 


We've run out of titles for you, Hotch- 
kiss—would you consider a substan- 
tial raise instead? 


Co. . . The hero of this film is the 
huge, bright orange self-propelled 
combine, and the hero is rarely off 
the screen. This is saved from the 
danger of boredom by a folk-songsy 
score and a poetic commentary. For 
the farm families for whom it is de- 
signed, it should be effective. 18 
Min., color. A Blue Ribbon Winner 


® Romance of Cheese, produced by 
John Sutherland Prods. Inc., for 
Kraft Foods ... This film is tech- 
nically good, especially in the ani- 
mation sequences, but the informa- 
tion is tied into a story line which is 
somewhat hard to accept as real. It 
should lovers, but 
whether it will make cheese lovers 
is another matter. 29 min., color. 


please cheese 


© Aluminum is not only Aluminum, 
produced by On Film Inc. for Alu- 
minum Co. of America, and distrib- 
uted by Alcoa ... This film, aimed 
at Alcoa’s customers, prospects and 
visitors, stresses the quality of Alcoa 
products and the support available 
from the company’s research lab- 
oratory. The color is superb, but 
worthy of especial note is the use of 
old footage to furnish a note of re- 
lief, just when it seems needed. The 
nicest part of this is the way in 
which the film cuts from a current 
shot to an old one without the pro- 
ducer feeling that he must under- 
line the contrast. The commentato! 
continues in the same tone of voice, 
the music is smooth, but there is 
suddenly an interplay between the 
concept of the commentary and that 
of the screen. It is a beautiful ex- 
ample of restrained handling, and 
worth study. 14 min., color. 

e Artistry in Flowers, produced and 
distributed by John L. Douglas & 
Associates . . . This film is designed 
to be shown to women’s groups by 
local florists, who purchase the 
prints from the producer, and have 
their own name added to the main 
title. It starts with some lovely time 
lapse photography ' of 
followed with 
housewives and florists making var- 


blossoms 
opening, shots of 


ious flower arrangements, accom- 
panied by explanations of the proc- 
ess. Simple and straightforward, it 
should do its job well, if unspec- 


tacularly. 20 min., color. 


© Better Homes in Jig Time, pro- 
duced by Rusten Film Associates 
for Wood Conversion Co. . This 
film would have had more impact if 
it had been cut off about halfway 
through. It starts out by explaining 
the advantages of component con- 
struction in home building, and its 
clear and logical explanation got 
me all enthused. And then it drifts 
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into the values of insulation and 


sound-proof ceilings, presumably 
because these two products are also 
made by the sponsor, and there it 
began to lose me 

It is an example of the problems 
you often run into when you try 
to make a film do too much, or meet 

audiences 
, it falls be- 


tween, and gets nobody’s enthusiastic 


the needs of too many 
Trying to suit everybody 


acceptance 30 min color 


e Fill ’Er Up produced by 
Sutherland Prods. for E. I 
de Nemours & Co 
mated story of It explains 
clearly some of the effort that has 
gone into giving us 
today Not 


competent 


John 
duPont 
This is an ani- 


gasoline 


the gasoline of 
overly exciting, it is 
and straightforward. It 
gains by its apparent impartiality, 
which it can afford, because the film 
I not aimed at the 


tomers but at the 


sponsor's cus- 
customers of its 
Thus it 
doesn’t have to be competitive in a 
Actually, the 
name doesn’t appeal until 
the end credit 12 min 


customers’ customers 
competitive industry 


sponsor's 


color 


® The House Hunters produced by 
Roland Reed Prod. for Natl. Assn. 
of Real Estate Boards, distributed 
by Association Films . This narra- 
tive film tells about the troubles 
two couples had when they tried to 
buy or sell a house by themselves, 
and how a realtor came to thei 
rescue. To the point, it should be 
acceptable to public groups, even 
though the ending should be ob- 
vious to most of the audience. Ed- 
ward Everett Horton is used, but 
not overused. 13 min., color. 

© America—The Automobile Age, 
produced by Metro-Goldwyn Mayet 
for American Motors Corp., distrib- 
uted by Modern Picture 
Service This is a hard-sell pic- 
ture for the Rambler, the compact 
car and the single unit construction 


Talking 


Its explanation of the engineering 
problems involved is clear, but the 


story of the development of the 


New Process Captures 
Unrehearsed Action 


A new motion picture technique 
for capturing on film unrehearsed, 
live panel discussions has been in- 
troduced by a Chicago production 
organization 

Wilding Inc. calls its new devel- 
opment Communi-Cam. In _ this 
process, two or more cameras are 
synchronized and set in 
from a central control 
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motion 
point but 


automobile from 1902 to today, built 
around a typical American family, 
seems unnecessary. This might be 
useful for a dealer audience, already 
allied with the sponsor, but it seems 
heavy-handed for the 
audience of groups, 
other 


somewhat 
stated 
church 


civic 

organizations, and 
public groups. 38 min., color 

@ The Cultured Wood Story, pro- 
duced by Metro-Goldwyn-Mayer 
for Kroehler Mfg. Co. (Henri, Hurst 
& McDonald, agency) . . . Short and 
to the point, this film tells people 
who want to know what they should 
know. Aimed at a knowledgeable 
audience, it holds the interest all the 
way. Good sequences, 
coupled with clear production shots, 
tell its story well. 16 min., color 


animated 


© The Gift of Kings, produced by 
Peckham Productions for Linde Co.., 
distributed by Sterling Movies-USA 

This film tells the story of syn- 
thetic rubies that 
have captured the long-sought star 
of light so highly prized by connois- 
seurs. Imaginative color and fine 
production shots intrigue the imag- 
ination. Included are many shots of 


sapphires and 


star stones in settings, plus a series 
of sequences of a young couple, 
whose male member gives the fe- 
male one of the stones on every 
possible occasion. While each piece 
is lovely by itself, one finds oneself 
wishing the young man had just a 
bit more imagination. 13 min., color. 


© How to Present an Idea or a 
Product Effectively on Film, pro- 
duced and distributed by Herbert 
Kerkow Ince. This short film is 
designed to show the ways in which 
the motion picture can be applied to 
sales problems. The immediate rea- 
son for its being is to demonstrate 
what can be done in the producer’s 
new facilities, which he has called a 
“Visualization Sound Stage.” The 
film is worth viewing by any film 
user, for its suggestions of new 
techniques to apply towards film- 


making. 7 min., color 


are operated independently by sep- 
arate crews. This makes it possible 
for these cameras to be focused on 
different points of interest, photo- 
graphing from ___ different 
angles which would be missed _ if 
only a single 
ployed. 


action 


camera were em- 

The position of each camera re- 
mains fixed so that one camera does 
not come into the line of sight of 
the other. Zoom lenses used on each 
camera enable the cameraman to 


obtain close-up or distance shots 
without changing the 
physical position. 

In the case of ad lib or live panel 
discussions, the battery of cameras, 
each operating independently, can 
be shifted easily from one subject 
to another. 

The film 


16mm 


camera’s 


used is the standard 
sound type. According to 
Wilding spokesmen, prints can be 
shipped quickly to a company’s 
offices or distributors throughout 
the country for immediate showing. 
Because the film can be edited to 
get the best scenes, Wilding spokes- 
men point out that the process re- 
tains advantages of closed circuit 
tv and at the same time is much 
more economical. 44 


New Merchandising Unit 
For Scotch Brand Tape 


Ready-to-mail three-inch reels of 
Scotch brand magnetic tape are be- 
ing merchandised in self-dispensing 
display boxes by Minnesota Mining 
and Manufacturing Co. 

They are called the Living Letter 
display box and were developed, 
the company said, to meet the grow- 
ing demand for smaller reels as 
portable dictation-type tape record- 
ers increase in popularity and tape 
correspondence clubs become more 
widespread throughout the world. 

Three types of tape are available 
in Living Letter dispensers: No. 111 
All Purpose (15-minute at 334 ips) - 
70¢ per reel; No. 150 Extra Play 
(23-minutes)-$1; and No. 200 Dou- 
ble Length (30-minutes)—$1.60. 44 


DuKane Corp. Shows Light 
Sound Slidefilm Projector 


A light and compact sound slide- 
film projector, the Mite-E-Lite, 
weighing 10% pounds and carried 
in a two-tone luggage style case 
measuring 1314x131x3¢”, has been 
introduced by the DuKane Corp., 
St. Charles, Ill. 

For showing before a single per- 
son or a small group, the inside lid 
of the carrying case becomes a 
shadow-box screen. The unit will 
fill a conventional screen for a 
larger group. 

Other features include a_ short 
focal-length lens which projects a 
large picture at close range, film 
transport system which automatical- 
ly rewinds the filmstrip, matched 
speaker-amplifier combination which 
produces voice fidelity from 7, 10 





Midget Projector . . . Weighing only 
10% pounds, this DuKane sound film- 
strip projector can use either the minia- 
ture screen inside its case lid or a full- 


size screen 


or 12” records at either 331/3 or 45 
rpm, and storage space in the car- 
rying case. 

The Mite-E-Lite is priced at 
$104.50. 44 


Foreign Language Radio, 
Video, Movie Firm Bows 


Translation and adaptation of tv 
and radio commercials, _ shorts, 
trailers, filmstrips and radio dram- 
atizations into any of 50 foreign 
languages ranging from French, 
Spanish and German to Swahili is 
offered the advertising, radio-tele- 
vision, film and marketing indus- 
tries by a recently established or- 
ganization, Round Hill Internation- 
al Productions, 665 5th Av. New 
York. 

Other services include attention 
to idiomatic confirmation, narra- 
tion including lip synchronization, 
recording and production super- 
vision, assistance to technical per- 
sonnel, production, and consultation 
and advisory services. 44 


Films With Tinted 
Backgrounds Issued 


Transparent, sensitized films with 
tinted backgrounds in four different 
colors for use in visual aids color 
projection have been announced by 
Ozalid Visual Aids, General Aniline 
and Film Corp., Johnson City, N.Y. 

The company has named them 
Tinted Projecto Foils and they are 
said to increase the efficiency and 
beauty of overhead 2'%x2'” and 
3%4x4” slides. They produce black 
images on any of four soft, color-fast 
backgrounds, blue, green, yellow 
and pink. 

Maps, charts and graphs may be 
made more interesting with the ad- 


ORDINARY SHEETS REINFORCED 
REINFORCED SHEETS WITH “MYLAR’’* 


Sheets reinforced 
with Mylar lie flatter 
feed faster. . . cut costs 


No need for slow, costly hand feeding when you use sheets reinforced 
with “Mylar”. Tough, thin “‘Mylar’’* polyester film reinforcing lets 
sheets stack evenly, makes possible economical, high-speed printing 
... up to 9,000 sheets per hour on standard equipment. 

Also, with sheets reinforced with “Mylar” you can use less costly 
two- and three-ring binders and still cut replacement costs, insure 
against pull-out at the ring holes. 

Ask your supplier for sheets reinforced with ““Mylar” today. You’ll 
be happy to learn they’re less expensive than the old-fashioned kind. 
The Du Pont Co., Film Department, Wilmington 98, Delaware. 


*“*Mylar” is Du Pont's reg- 
istered trademark for its poly- 
ester film. Du Pont manu fac- tec 


i 
tures the base material 

**Mylar’’—not finished rein- we 

forced sheets, BETTER THIN R BETTER LIVIN 
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ILLUMINATED IDENTIFICATION es 


DISPLAYS 


Indoors, outdoors, GEECO lighted 
signs and displays illustrate the 
unusual in design and quality. Our 
production facilities are second to 
none for fast service and 
maintenance of high quality. On 
your next project, contact GEECO, 
Inc. We'll furnish comprehensive 
color layouts, detailed blueprints, 
accurate cost estimates, and 
guaranteed delivery date. It costs 
not one cent more, so write, 


wire, or call. 
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dition of color, the company says, 
adding that the continuous. tone 
ability of the new film makes it ideal 
for maintaining shading. 44 


Growth of Business 
Meeting Media Told 


Industry has been urged to place 
more importance on business-meet- 
ing media by Nathan L. Halpern, 
president of Theatre Network Tele- 
vision Inc., closed-circuit television 
organization. 

He defined these media as special- 
ists or suppliers in speech-writing, 
staging, motion picture and _ slide 
film production, sound recording, 
stage and meeting room decoration, 
convention planning and closed-cir- 
cuit tv. 

Mr. Halpern estimated that four 
billion dollars were spent on busi- 
ness meetings in this country last 
year and that this figure was more 
than three times the amount spent 
on all tv advertising and nearly 
40° of the total spent for advertis- 
ing in all media. 

“I believe the time has come to 
recognize business meetings as a 
separate communications entity— 
one which might well be called the 
meeting medium,” he said. “Surely 
services and facilities on which four 
billion dollars are spent annually 
deserve a separate and special place 
in the business world.” 44 


G. E. Markets New TV 
Projection System 


General Electric is marketing a 
new continuous television film pro- 
jection system which G.E. says will 
inject a new life into old films. 

Designed by Eastman Kodak for 
G.E. and for use with the G.E. Vidi- 
con camera, the projector incorpo- 
rates a new diffused light system. 
According to G.E. it practically 
eliminates the effects of scratches 
and dirt particles on 16mm films 
and projects a steadier image on the 
screen. 

The improved 16mm _ projected 
images are achieved through the 
projector’s optical system, according 
to information offered by G.E. Tilt- 
ing, rotating mirrors—which follow 
the film as it passes over the projec- 
tion gate—reflect an immobilized, 
stable image into the system. 

Additional image steadiness is as- 
sured by the projector’s capacity to 
compensate automatically for film 
shrinkage, G.E. sources said. 44 





When you want a_ working 


model, or a_bigger-than-life 


package, do you know where 
to turn? This report should help 
you learn when and where to 
go. 


By Bette Macon 
AR Associate Editor 


Follow the product model from 
the premium field (See AR, May, p. 
47) into the exhibit and display 
fields and you find its advertising 
personality changing from a softsell, 
goodwill gift to a spectacular show- 
off designed to amaze and attract 
attention through its proportions or 
complications. 

It is no longer mass-produced in 
miniature. Now it is generally a 
single or small run job and its size 
varies according to its use. It can 
be giant-size — as in an outdoor 
display — dramatized by special 
motion, color and lighting effects. 


Advertisers Buying Guide 


Buy Product Replicas 


Or it can be a miniature exhibit of 
an entire plant or intricate piece of 
machinery which — if you can 
battle your way through the crowds 
— will make you lose track of time 
as you marvel at its fine detail and 
working parts. 

If your product model needs are 
in these areas, you will need the 
professional model makers and/or 
major exhibit and display builders. 

These are inspired craftsmen who 
lavish time and ingenuity to pro- 
duce anything from a micrometer- 
accurate miniature machine, to an 
expanded product mock-up, or a 
diorama with well-calculated forced 
perspective. 


> When used as an exhibit, the 
product model is a deluxe, custom- 
made job offering unique benefits 
but no particular cost-cutting ar- 
rangements except by limitation of 
the original idea. 

This is the area when, no matter 
how wild, the customers’ dream can 
come true, providing he has the 
money to pay for it. The exhibit 
builders and model makers are more 
intrigued than discouraged by a 


challenging and difficult order. Their 
specialty is the visualization of 
someone else’s idea and they have 
the necessary facilities with which 
to work. 

Some of the major exhibit build- 
ers, in fact, maintain not only a 
special model shop — kept separate 
from the rest of their exhibit facili- 
ties — but an animation shop as 
well. 

Here the customer can have the 
added impact of animation, lighting 
effects and sound put into his prod- 
uct model idea. 

Lights can be flashed on in se- 
quence picking out salient points of 
interest in the model on exhibit. 
Or a dimming action can be built in 
to make one part of the model seem 
to fade away visually as another 
comes into prominence. 

A variety of motions can also be 
built into the model exhibit. While 
roughly 95% of the motions seen in 
models are the simple oscillation or 
pump-handle type, many others can 
be used, including the continuous 
wheel-type rotation, reversing, stop- 
and-go or a reciprocating action — 
or revolution motion — as in a 
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MODELS of any object or 


product, animate or inanimate 
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er your plans with him 


budget-prices that include handling th 


entire job for you from start to finish 


EVERYTHING IS INCLUDED IN ONE PRICE: the 
complete job of promoting your show, sell 


ing exhibitors, delivering the contracts 


YOU CAN COUNT ON EXHIBITS making a prolit 


for your association because your exhibitors 


will get the most for their money. What's 
more, they ll be enthusiastic and eager to 
sign up for the next year’s show 


HAVE YOUR EXHIBITS SPACE A SELL-OUT 
the sure-and-easy, make-money way, phone 
wire write Ed Neville today 


Phone: MUrray Hill 7-0170 


Neville Exhibits 
Management 


758 Lincoln Building - 60 East 42nd St., New York 17 
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Condensed Conveyor System 


Hartwig Displays produced miniature of industrial 


conveyor system for Jervis B. Webb Co. To produce authentic miniature, Hartwig hod 


+ 


working piston-model or an ele- 
vator. 


> Sound can be synchronized with 
the animation to help get the story 
across to the viewer. For instance, 
a complicated unit can use a syn- 
chronized sound track with continu- 
ous motion and a step-by-step light- 
ing sequence. The very effective re- 
sult will be an exhibit in which the 
product model moves as the real 
one would, with each part being 
brought to the viewer’s attention by 
special lighting as the sound track 
explains this step of the assembly 
or working part. 

This is just one way animation 
can be handled by the model maker 
or exhibit builder. Many special 
effects can also be utilized, including 
moving scenery, “endless” motions 
on chain or belt mechanisms, re- 
circulating pumps which can cause 
real water to flow along river beds, 
through rapids and over falls. 

“Even smoke, the bane of the 
exhibit maker,’ says Ivel Corp., 
“can be coaxed to work periodi- 
cally.” 


> The choice of materials for your 
product model in this area can usu- 
ally best be left up to the maker. 
Plastic is a great favorite, because 
the finished model can be authentic 
down to the most intricate detail, 
while still remaining lightweight 
enough for easy moving or installa- 
tion. Metal, however, is also used, 
as are wood, plaster, cork, card- 
board, chickenwire, sponge, balsa, 
and other materials. The only limit 


produce metal fittings so tiny special optical equipment had to be used 


seems to be the model-maker’s in- 
genuity and that’s not limited by 
any means. 

Who uses product models in exhib- 
its? A composite answer, gleaned 
from the many auswers to AR’s 
survey might well be the old cliche: 
“Doesn't everybody?” 

For the product model in the ex- 
hibit field is not a brash newcomer 
slowly becoming popular. It is pop- 
ular and has been for some time! 


> A break-down of model-users in 
this area would include architects, 
tv studios, designers, building con- 
tractors, engineers, geographers, 
movie set creators, astronomers, 
physicists, town planners and mu- 
seums. These are all minor users of 
the product model, however, in 
comparison to the two top users: 


® industry; 
® military. 


While the military occupies sec- 
ond place in the user category, its 
uses of the product model are many, 
varied and extremely important. 
Here the product model might easily 
be called an economy measure, no 
matter what the price, since a model 
in the planning stages of a new 
missile weapon can save money in 
the end. 

Industry probably use more prod- 
uct models than all the other groups 
put together. Case histories, sub- 
mitted by model manufacturers con- 
tacted in the AR survey, illustrate 
the variety of unusual problems 
tackled successfully by these skilled 
model-makers. 





Intricate Exhibit 
arrives promptly... 
in perfect working order! 


U.S. Steel display components picked 
up in Chicago and Pittsburgh are de- 
livered in New York ready to operate. 


__WORLD-niDg MOVERS 


America’s Most Recommended Mover 


@ Electronic intricacy of one major component is the key to the 
automatic strapping exhibit which U. S. Steel’s Supply Division 
entrusted to Mayflower’s moving care. It could easily be damaged 
in transit if not carefully handled. But when Mayflower delivered 
it from Chicago to New York City, it arrived in perfect condition 
and worked the first time it was plugged in. 

This type of service is an every day occurrence with Mayflower’s 
skilled packing and handling, plus the protection and cushioning 
provided by Mayflower’s new “air-ride” van. To save time and 
money, call Mayflower, to move your valuable exhibits. 


Ask for “17 Reasons Why” Booklet... a practical exhibit guide 
AERO MAYFLOWER TRANSIT COMPANY, INC. + INDIANAPOLIS, INDIANA 
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e Hartwig Milwaukee, 
describes the giant-size working ex- 
hibit of a lock as follows 

“Dudley Lock Co. gave us a stock 
unit fresh from the production line. 
It measured about 2x3!” 


Displays, 


Our mod- 
el men completely disassembled the 
lock and, aided by blueprints, scaled 
each of its 42 parts to ten times the 
actual size. The parts were carefully 
cut from clear plastic in clear con- 
trasting colors to aid the viewer in 
understanding the mechanics. Be- 
cause of this clear character, no 
lubrication could be used. All parts 
had to be fitted together to operate 
with a very minimum of friction. 
“Then the test. Completely as- 
sembled, the combination dial was 
turned to three coded numerals 
and the shackle flew open! 
“Another test. A special master 
key was fitted into the lock—twist 
again the shackle snapped open! 
After just over 1,000 man hours of 
intensive work, model- 


makers had another success.” 


Hartwig 


e Another type of product model 
case history was also submitted by 
the same model-maker. Jervis B. 
Webb Co. wanted Hartwig to con- 
dense all the features of a compre- 
hensive industrial conveyor system 
into a tiny, but highly authentic, 
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Scale-Model Sales Tool. . . 


Designed and produced by Ivel Construction Corp. as a 


sales aid, this model helps Fairchild reps selling personalized executive interiors with 
a removable Plexiglas cover so props inside the plane can be rearranged to fit pro- 
posed client’s special needs. Model was built in precision-scale; has a 4/2’ wing span 


operating model to fit a table-top 
only 72x36”. 

Working entirely from blueprints 
and photographs, Hartwig model- 
men cut, cast, milled and ground 
hundreds of metal fittings so tiny 
that special optical equipment had 
to be used in producing them. Made 
basically of brass, the structure was 
assembled on its base, with hun- 
dreds of feet of electrical circuitry 
concealed beneath. When finished, 
the model represented over 1,500 
man-hours of workmanship. 


that sell at the point of sale 


* DETROIT 


Ty 
de ade. TT 


\ CHECK items on which you want information and samples and 
write Chicago Show Printing Company, 2635 N. Kildare, Chicago 39. 


[] Permanent-type Displays—wood, glass, plastic, metal 
] Molded Plastic and Animated Displays [[] Complete Dealer 
Display Kits [[] Cloth Banners [[] Outdoor Displays—Stanzall*® 
(-] Cardboard Displays [[] Econo Signs [1] Mystik®—Self-Stik 
[] General Lithographing Services 
(-] Complete creative point-of-sale facilities from ideas to sales. 


a cc ce ee ee cree ee ce ce ae ee ee ee ee ee ee we ee 


50 - aa * June 1960 


It was used at many trade shows 
to demonstrate the capabilities of 
a highly efficient automated con- 
veyor system. Viewers were able to 
actually operate the system through 
a special control-console which was 
positioned at one side of the ex- 
hibit. 


e Another case history, reported by 
W. L. Stensgaard and Associates 
Inc., Chicago, featured a full-size 
reproduction of oil drilling equip- 
ment for Borg-Warner Corp. 
Since this actual-size equipment 
was so large, Stensgaard reproduced 
it in styrofoam to keep it lightweight 
enough to be installed by only two 
men. The plastic material was hand- 
carved, following detailed specifica- 
tions and then impregnated with a 
heavy-duty coat of celastic mate- 
rials. Each part was then finished 
with a durable red lacquer. 
Identification of the manufactur- 
ers of the various parts in the 
equipment was handled by hand- 


And it Works! . . . Giant lock model was 
produced for Dudley Lock Co. by Hart- 
wig Displays. All 42 parts were made 
10 times actual size in clear plastic to 
show viewers working operation, 





for 


printing 


with 
the 
“LOOK OF 
DISTINCTION” 


BECKETT 





it matters not whether the specifications call for black 
ink, as in the illustration above . . . for four-color proc 
ess printing, as on the face of this insert .. . or for any 
combination of colors . . . the printed piece gains dis- 
tinction when you print on Beckett Hi-White. 


Here’s what actually happens: type looks sharper, 
black looks blacker, white looks whiter, colors seem to 
have greater depth. 


This super-quality sheet is radiantly white, with this 
distinctive characteristic: it has a roseate undertone 
which produces the extraordinary effect of whiteness 
with warmth. 


Try Beckett Hi-White on your next fine printed 
piece. In addition to Smooth Vellum, Beckett Hi-White 
can be supplied in a variety of fancy finishes, in four 
book weights and four cover weights. 

Hi-White is also available in famous Buckeye Cover, 
in Antique, Smooth Vellum and a variety of fancy 
finishes. 

New, complete sample book will be sent on re- 
quest. Your nearby distributor will be glad to furnish 
sample sheets and dummies. 


HAMILTON, OHIO 


This is BECKETT HI-WHITE, Smooth Vellum finish, 100 Ib. 


Color illustration courtesy of Roux Laboratories, Inc 





Lightweight Giant . . . Spectacular model 
of oil drilling equipment in actual size 
was produced for Borg-Warner by W. L. 
Stensgaard and Associates. Styrofoam 
was used to combine light weight and 
authenticity 


carving the names in relief on the 
equipment. 

This spectacular model required 
seven to eight weeks of production 
time. When installed, it stood ap- 
proximately 18’ in height and was 
supported by a sky hook. 

Reporting on the application of 
this model, Stensgaard said: 

“The Borg-Warner Corp. has 
used this exhibit for a year and a 
half. They have not only used it in 
the Borg-Warner exhibition hall 
here in Chicago, but have traveled 
it somewhat, so that it could be set 
up for display at various shows and 
conventions. This was used by the 
Borg-Warner’ subsidiary, Byron- 
Jackson, California, about three or 
four months ago. 

“Since we were favored with pro- 
ducing many items in the Borg- 
Warner Exhibition Hall in Chicago, 
it is impossible for us to give you 
the exact cost of this particular ex- 
hibit. In our estimation the part of 
the over-all cost of the exhibition 
hall that could be attributed to this 
exhibit is $3,000.” 


e John H. Wells & Associates, Chi- 
cago, produced a “ready-for-cus- 
tomers” model of the Forum Res- 
taurant, New York, for decorator 
William Pahlman. Each detail of 
the restaurant was reproduced in 
miniature scale showing the bar 
and dining section as it would ap- 
pear in the actual restaurant. Au- 
thenticity included the wallpaper, 
dishes, silverware, and table linens. 
Even the fabrics used to upholster 
the chairs were especially woven, in 


ee a ey Bare) 
PIECES FOR 
PRODUCTION 
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HUTCHINGS & MELVILLE, Inc. 


4043 North Ravenswood Avenue, Chicago 13, Illinois 


In the medium of color photographic illustration, 
nothing surpasses a high quality print for client and 
agency approval. It is also excellent visual material 
for color reproduction craftsmen. 


However if extensive retouching is unnecessary 
and provided that the engraver is skilled in today's 
photographic techniques, sharper and brighter 
reproduction will be attained by processing from 
the original transparency. 


Expert pre-correction 
in correlation with 
powderless etching of 
copper originals 


Custom Photoengravers 


The cap that turns 90° Heat into a COOL 75° 


HEADWEAR 
WITH 
THE 
BUILT-IN 


COOLING UNIT 


Freshest Premium Item 


in many -a- year 


Cool! COMFORTABLE! WANTED! Their very 
. their very novelty create interest 


freshness . . 


Golf Style 
Retail Vaive $2.95 
U.S. PATS 
2544381-2875447 
OTHER PATS PENDING 


and desire. Make your program a remembered 


and appreciated one. 


LEGIONNAIRE 


And they're tried and true . . . tested for two years , STYLE 


in several department stores, golf pro shops, 


Retail Value 


Cypress Gardens. Used by Cincinnati Reds $2.95 


and other baseball teams. 
People love ‘em, and why not? 


TROPICAL 
HELMET 


Retail Value 


COOLING ACTION WHEN YOU WANT IT. _ $2.95 
Water poured on outside of cap around cellulose 


sweatband drops temperature 15% to 20% 


CASUAL 
SPORT HAT 


within two minutes by evaporative action. Soft ; Retail Value 
aluminum band transfers coolness to head and keeps $3.95 
head dry. Delightful cool comfort from 4 to 6 


hours between applications. Made of handsome "4 
waterproof saran mesh and silicone fabrics. f Retail 


SPORTS VISOR 


Value 


Company Emblems can be attached. ag $1.95 


aC et 
UL DORA Me atl) 


VAPO-COOL DIV., Premium Dept. AR 560 


ON THESE UNIQUE ITEMS 


at) Me a LS 
SO Ua thy 


PRIZES + SALES INCENTIVES 


HENSCHEL 
MANUFACTURING CO. 


Gentlemen: Please send full information on 
Vapo-Cool Headwear 


Company 
Address 


City State 


1602 Locust + St. Louis 3 Name ; Title 
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QUANTITY 


Photos Se// 


They couldn’t mail a Model, so they 
sent a glossy photo. If you can’t 
send your product, send a_ photo. 


8 x 10 Net 
GLOSSY ware 


of 100) 


QUANTITY Photos will sell for 
you, because they are QUALITY 
Photos 

8 x 10 GLOSSY PHOTO PRICE LIST 
Number 25 
Price ea. 


Write for complete Price Catalog 


QUANTITY PHOTO CO. 
113 W. Hubbard St. * Chicago 10, Ill. 


Telephone SU 7-8288 


TIPS ON HANSONTYPES 


Solid-Copper Duplicates 
of Process Originals 
for Publication Molding 


Leading color advertisers and 
national publications 
recognize the high quality of 
Hansontypes are regular 
users of Hansontypes. Tips 
On Hansontypes gives you" 
basic information on this 
fast, money-saving method of 
duplicating process originals 
Free upon request. Wr, 


HANSON COMPANY 
9th and Sansom Sts., Phila. 7 WAInut 2-5567 


ts, 


P 
(2 


The PROGRESS + HANSON + PROGRESSIVE 


One of Ame Most . 


Go 


t 


Grag Arts ¢ 2 
Philadelphia + New York + Newark + Lancaster 
Wilmington + Baltimore - Washington + Richmond 
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Details, Unlimited . . . 
Model of Forum 
Restaurant, New York, 
by John H. Wells, 
authentic even 

hair upholstery 
pecially woven 


in scale 


scale, to match the material used in 
the final product. 


@ Gardner, Robinson, Stierheim & 
Weis, Pittsburgh, produced three 
scale models of packaged atomic re- 
actors for Westinghouse. Designed 
to demonstrate the possibilities of 
commercial power production, the 
models—each showing a _ different 
type of reactor—were built out of 
transparent colored plastic, color- 
coded to help the viewer see the 
flow of the process. They were 
illuminated with concealed fluores- 
cent tubes to highlight the main 
parts of the reactor and its housing. 
Each model was approximately 2’ 
high, 3’ long and 20” wide in scale 
miniature to show relative mass, 
size and arrangement. This project 
was completed by GRS&W in 30 
days by vacuum-forming the en- 
closing plastic spheres and other 
parts in GRS&W’s own plant. 


> In trying to define the differences 
between a product or package rep- 
lica in the exhibit field compared 
to the sign or display field, there 
are no separate, neat distinctions. 
There is too much overlapping, both 
among the manufacturers and in 
the finished model itself. 

Certainly there is less microme- 
ter-accurate reproduction in the 
model produced for outdoor display 
use and these tend to be more giant- 
size than miniature unless the 


Atomic Reactor . . . Plastic scale model 
was one of three produced for Westing- 
house by GRS&W. Model demonstrated 


commercial power idea. 


product reproduced is a truck or 
the latest jet plane. 

Most of the same special effects 
are available. However, sound is 
seldom applicable, motion dimin- 
ishes but is more startling when it 
is used, and lighting becomes almost 
as important as the model itself. 

The prospective user of a product 
model in this area finds the same 
craftsmanship, more possibilities in 
cutting costs through the adaptation 
of a stock piece and less variety in 
the choice of materials. One manu- 
facturer will produce models of 
cardboard, another of sheet metal, 
another of fiberglass, etc. 


e An interesting case history in the 
sign and display area is one sub- 
mitted by Tobincraft, Cleveland. 
Reporting on a giant-size 3-D coffee 
jar and cup produced in Fiberglas 
for Bon Jour Coffee Co., Tobincraft 
said: “This coffee jar is 27’ high; the 
diameter is 13’, 6”. The cup is 16’ in 
diameter. Handle of the cup is 18’x 
4’x8’.” 

This was a custom job made for 
the Central Outdoor Advertising 
Co., Cleveland, Ohio. It is displayed 
on Euclid Av. in the downtown 
area for Bon Jour Coffee Co. 


e An actual size model for in-store 
sign or display use was produced by 
Geeco Inc., St. Joseph, Mo. for both 
Coors and Pabst Beer. 

Designed for display in a stack of 
actual beer cartons, the carton mod- 
els were fabricated from _ sheet 
metal and vinyl and had two cans 
exposed at each end. Colors and 
copy were duplicated in exact de- 
tail from original cartons. The car- 
ton models could also be used as a 
single sign or counter unit. 


> Industry is almost the sole user 
of the product model in the display 
area, of course, but it is a big user, 
as the need for supermarket mer- 
chandising expands and as 10-sec- 
ond sell needs bigger and better 
ideas to attract buying attention. 
How or where to use the product 
model is seldom a problem with the 
prospective user. Once he has de- 
cided to have his product or pack- 
age reproduced, he usually has a 
strong mental image of the finished 
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PHIL SILVERS, CBS-TV STAR 


Up to your neck in it? If you’re not, here’s an idea that might help you 
collar some extra coin. Present these facts to the boss. Consolidated, as the world’s 


largest enamel printing paper specialist, offers finest quality for less. Specifying 
Consolidated Enamels for booklets and other printed material can save him money 
without sacrificing quality. Get free test sheets. Have your printer test them on your 
next printing order,comparing performance, . 

quality, costs! Then keep your chin up. onecotdealece 
Available only through your Consolidated Paper Merchant 


WORLD’S LARGEST SPECIALIST 
IN ENAMEL PRINTING PAPERS 


Consolidated Water Power & Paper Co. + Natl. Sales Offices, 135 S. La Salle St., Chicago 





result as an exhibit, outdoor sign 
display or premium unit 

More to the point is the question 
Should we take on the added ex- 
pense of having our product repro- 


duced as a advertising 


model for 
purposes?” 

The best answer to this is in a 
set of rules listed by the Ivel Con- 


struction Corp 


> A product model is beneficial to a 
company for three major reasons 


Physical Limitations 


Objects that cannot be handled suc- 
cessively otherwise because 

e They are too large to be handled; 
e They are too small except in 
an expanded model to get a given 
concept across 

e Problem is too complex to grasp 
from drawings or prints; 

e Item is too closed-in or too ob- 
scure until cut-away, exploded o1 
isolated 

@ Assignment 


cannot be success- 


fully visualized except in model 


form 


Reduction of Time 


e Moxc k-up 


apparatus 


substitute for costly 


NaC f 
[ANT COFFEE 


Outdoor Product Model 


coffee jar and cup were 


Giant 27’ 
produced in 
plastic for Bon 
Jour Coffee C by Tobincraft. Cup is 


16° wide 


fiberglass-reinforced 


e Visualization of problem as to 
flow process; 

@ Familiarization with an operat- 
ing process, 
e Provide 


parts 


detail inspection as to 


e For guided tours 


Increase Visual Impact 


e Miniatures for display or desk- 
top use, etc.; 

e Simplify a tough sales presenta- 
tion problem; 

e Attract attention to specific sales 
features 


huge Chiffon display 
animated by HANKSCRAFT 


kee enter 


a wr 


EINER AE 8 


x 5’) Chiffon 
“Ferris Wheel” attracts 


Gigantic (7 


shoppers— and sel/s facial 


tissue — with its ingenious 


combination of light, 
color, motion and size 
Features specially 
adapted AC motor 
It’s another example 
of Hankscraft io 


leadership in the A 
display anima- 
tion field! 


COMPLETE 
ENGINEERING 
ERVICE for 

} 1y fa zt 
AC -powered or 
battery-operated 
nd cutout t 


HANKSCRAFT COMPANY 


Display Motor Division 
Reedsburg, Wis 
World's Largest Manufacturer of Botte 
Sales Office n these principal cities 
e Minneapol 
e San Francisco (Erlach Lee Co 
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y-Operated Display 
Chicago 
* New York * Dallas * Toronto 
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Ontario 


> These are the solid, practical 
reasons for using a product model 
Another and a strong one is 
the world-wide, age-old appeal 
people seem to find in the three- 
dimensional model. Psychologists 
suggest that people are attracted to 
models 
from 


because of a_ carry-over 
childhood when the whole 
world and all the objects in it 
seemed like toys in toyland. 
Whatever the 
the product model user can _ be 
pretty certain his model will be 
noticed by the public. Finally, the 
product model offers the user pro- 
tection from imitation. There can be 
no other exactly like it since it is 
a model of 
other! 


reason, however, 


your product and no 


Model Suppliers 


Since the field of product models 
for exhibit or display use is crowded 
with companies and even hobby- 
ists who can and do make some 
type of models, the following list of 
suppliers can by no means be called 
a complete list 

It is a list ot suppliers who re- 
sponded to the AR with 
literature, 


survey 
photographs and 
histories showing they 


case 
were cur- 
rently engaged in supplying product 
models for this purpose and had the 
facilities for commercial clients 


A Studio De Lago, 40 N. Wells St., Chicago 


@ Action Displays Inc., P.O. Box 30, 
Berlin, Wis. ziant product mod 


@ Raymond C. Adams Displays, 807 
Statler Bldg., Boston 16 I 
rh 


@ Chicago Bridge & Iron Co., 332 S. 


Which is The Model? . . . Display pack- 
age models (bottom packs) were designed 
for Coors and Pabst beer by Geeco Inc 
Models are designed for stacking with 
actual product 





Horace, the harassed production man 


‘“MORE CHANGES AGAIN FROM THE CLIENT — CHANGE COPY, 
TYPE AND ART, BUT STAY WITH THAT PAPER —LIKE YOU, 


HE'S WILD ABOUT FINCH OFFSET.’ 


OP 
Se 
iene’ 


a 


>_ JP RODUCTION || 


or OT — 


FINCH OFFSET can be the bright side to many a 
production crisis. These high quality sheets will 
give you beautifully printed direct mail pieces 
...and at a lower cost! Call 
or write us for samples today, 
or call your paper merchant. 





@ Kirby-Cogeshall-Steinau Co., 606 E. 
— Clybourn St., Milwaukee 2 Cu 
Remember you want the finest in # a tes ae { 
fluorescence —ask for it by name 


@ Knight Models Inc., 549 W. Randolph 
St.. Chicago 6 Scale models fror 


Ee wacLole TIMES _ 


Expanded Product Model . . . Mode! 


Fe produced by Kirby-Cogeshall-Steinau, | 
COLOR CARD for Papers and Cardboards 

10 times the actual size of Timken roller 
Contains samples and printing suggestions 


bearing Made f metaloid material 
COLOR SELECTORS for Silk Screen, Bulle 
tin Colors, Qwik-Spray paints, and Water Col 
ers. Have perforated swatches you can tear 
Cam Lam Ome el ame) 8) 


@ Mold-Craft Inc. . . . 140 Lake St., 
Port Washington, Wis. Giant prod 


@ Sculptured Advertising, 1310 S. 10th 
St.. Minreapolis 4, Minn. Giant 
the model llustrate tapered teature f 


Michigan Av., Chicago 4 
Write on your letterhead for Color Card and 


AMA a CERT RCRS tis RT US Saeed , ; ee - Sculptural Promotions Inc., 441 Lex- 
Sun-Tested Velva-Glo for velvety smooth jobs . ington Av., New York 17 


@ Exhibi uilders Inc., P.O. Box 480, 
TP NolP bmeote]Me)-Metem tt builders Ince P.O. Box @ 


Deland, Fla. 
830 Isabella St., Oakland 7, Calif. hik e W. L. Stensgaard and Associates 
461 W. Erie St., Chicago 10, Illinois 


@ Gardner, Robinson, Steirheim & Inc., 346 N. Justine St., Chicago 7 
add sia St., New Lesshadl LAT Weis. 5875 Centre Av., Pittsburgh 6 yustom product ie exhik 


va 


®@ Geeco Inc., 1302 S. 4th St., St. Joseph, @ Tobincraft, 4119 Gifford Av., Cleve- 
Mo. he tal a i t fabr I 


Here's Your Source 


@ Hartwig Displays, 1325 N. Van Buren 
Street, Milwaukee 2 , i i 


I | @ John H. Wells & Associates, 75 East 
@ Ivel Construction Corp., 53rd St. & Wacker Drive, re Pipi l 
First Av., Brooklyn 32 ; 


Clock Movements 
For INDOOR SIGNS 


Sell signs with clocks in quantities to bak- 
eries, dairies, breweries, Dovecane compa- 
nies, ice cream and other manufacturers 
that sell through dealers. Point of sale 
signs with CLOCKS are always popular 
and are big traffic builders. 

You produce the signs out of any suitable 
material and easily install the self-starting 
LANSHIRE clock fitups. Get into this vol- 
ume business! Lanshire precision fitups are 
ready to mount. Completely enclosed units 
that require mo attention, 110 V. 60 C. 
A.C. Also other models. 1 year factory 
guarantee. U/L approved. 


Send for Technical Specifications and 
Prices 


edcieallites 


CLOCK & INSTRUMENT CORP. 


America’s Oldest Producers of 
Electric Clock Movements Exclusively 


7548-58 S. Loomis Bivd. Weather Satellite Model Full-scale reproduction of Tiros | — new weather-eye 
CHICAGO 20 Phone AB 4-5800 


satellite is demonstrated by Maurice Staton, Administrator of Planning for Astro- 
Electronic Products Div. of RCA. One of a series, model was produced by Ivel 
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Neater Looking, Longer Wearing Uniforms 


LOOK SHARP -STAY NEAT 


= Aa t 


ey ACTION PERFORMANCE ... LONGERE WEAR 


DACRON 


POLYESTER 


Having problems with large display panels? If you use 
transparencies, you have to give them the kid-glove treat- 


ment—which isn’t always easy in the fast-moving display 
business. 


CRONAPAQUE Print Film has been designed for 
rugged treatment. And it’s even more versatile than 
transparencies ... at a fraction of the cost. 


Tough Du Pont CRONAPAQUE is a high-speed, vari- 
able contrast emulsion on the toughest, most stable base 
known... CRONAR® polyester film base. CRONA- 
PAQUE can be oil or water-colored on either side for a 
multitude of interesting and eye-catching effects. 


Look at the display shown here, made up for a uni- 
form exhibit. The two panels on the left show a guard 
at the entrance to a plant. By reflected light, the effect 
is that of a rainy day. However, when light is switched 
on behind the panel, the effect becomes that of a brilliant 
sunny day—including a rainbow! 


FIBER 


CRONAPAQUE saves you money in art reproduc- 
tion, too. All the original art for this display was made 
one-quarter of the finished size, then blown up on 
CRONAPAQUE and hand-colored. The center panel 
was silk screened. 


If you’re looking for a new way to make your dis- 
plays sparkle... at a fraction of the cost you're paying 
now ... you should find out more about CRONAPAQUE, 
We'll be glad to send you some literature and a processed 
sample. Write: E. 1. du Pont de Nemours & Co. (Inc.), 
Photo Products Department, Nemours 2430-A, Wilming- 
ton 98, Delaware. In Canada: Du Pont of Canada 
Limited, Toronto. 


*Du Pont’s trademark for its polyester photographic print film 
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Exhibit Takes Visitors 
From 20th to 18th Century 


Travelers in Grand Central Sta 
tion, New York, can span a quick 
200 years in a few steps by stopping 
in at the 18th Century tavern repli- 
ca built by Browne-Vintners Co 

Importers of White Horse Scotch 
whisky, Browne-Vintners recreated 
White Horse Cellar of 
Scotland, in 


detail even to furnishings, 


the famous 
Edinburgh, complete 
shingles, 
weather vane, and the sign of the 


White Horse 


trance 


hanging over the en- 


Furnishing includes original tav- 
Windsor and Yorkshire 


chairs,’ pewte1 


ern tables, 
tankards, mugs, can- 
dlesticks, etc., to recreate the same 
atmosphere once enjoyed by James 
Boswell, Alexander Pope, Sir Walte1 
Scott and other 
the time 


literary greats of 
Admission is free and an authen- 


tically costumed 


innkeepe1 
each visitor a white 


gives 
charm 
with a token attached. The token is 
good for one dram of White Horse 
Scotch whisky at the 
Scotland 
The $25,000 tavern was also on 
exhibit at the Chicago International 
Trade Fair, where it attracted more 
than 150,000 visitors 44 


horse 


distillery in 
Glasgow, 


Karvalum Exhibit Screens 
Prove Highly Decorative 


A line of decorative partitions 
and screens to give an exhibit that 
high-fashion decorator look are il- 
lustrated in a brochure from Mor- 
ris Kurtzon Inc., Chicago 

Of anodized aluminum, the 
grilles and partitions are 
sturdy enough to support leaning 
booth visitors while presenting a 
light, graceful appearance. 

They are available in 


screens, 


sixteen 
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Scotch Whisky Exhibit 
20th century 
commuters peer int 
the past as they 
inspect 
Browne-Vintners 
replica of White 
Horse Cellar. Inn sold 
first White Horse 
Scotch more than 200 


yeor aqat 


standard designs and can be cus- 
tom-designed with special grille pat- 
terns for identification. 
Standard color finishes include gold, 
brass, bronze, copper and natural 
satin. Custom-designed units can be 
ordered in a variety of other colors 
Standard sheet lengths range from 
6 to 12’ 

Complete specifications are in- 
cluded in the brochure 


company 
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Outdoor Effects Simulated 
For Exhibiting Realism 


Bringing the great outdoors into 
your exhibit is not difficult with 
the man-made realities of a light- 
weight, but flexible, latex from the 
Textureflex Manufacturing Co 

Using a new molding process, this 
company duplicates any type of tex- 
ture and offers such in-stock exhibit 
items as folding stone walls, light- 
weight tree stumps and easy-to- 
handle tree stumps. 

Most of the folding walls or 
ground pieces come in 4x8’ sheets 
weighing 15 to 16 pounds. Ends 
and sides can be matched without 
the junctions showing when cover- 
ing large areas. 

Other 
clude 


Textureflex patterns in- 
“weathered wood planking,” 
“weathered wood shingles,’ and 
“piling,” for making realistic water- 
front scenes. 

An illustrated catalog is available. 
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Home Show Brochure Tells 
Benefits of Tie-In Items 


The closed-show, or 
Celebration,” is the theme of a new 
booklet issued by World Wide Art 
Studios, Covington, Tenn. 

Entitled “How to Plan a Company 
Celebration,” the book 


“Company 


describes 


different kinds of 
events. Information on tying in spe- 
cialties with these programs is in- 
cluded to help coordinate the com- 
plete program. 

A chart in the back of the book 
gives a visual check on things to be 
done for the company celebration 
and a place for checking off com- 
pleted steps. 


plans for five 
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Exhibit Problems Solved 
In New Monthly Bulletin 


Specific 
effective 


Suggestions on more 
exhibiting techniques are 
available in a new monthly bulle- 
tin service from Industrial Displays 
Inc., New York 

Entitled Ideas from ID the sam- 
ple bulletin is a one-pager showing 
an exhibit designed for the Yale 
Lock & Hardware Div. of The Yale 
& Towne Mfg. Co. The bulletin 
states the problem facing the client 
and describes the solution. 
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Westinghouse Proves 
Claim Of Simplicity 


“So easy a chimp can do it,” 
well be the 
Unibath ad. 

Endeavoring to show how easy 
today’s photography can be with 
the right equipment, 
hired “Zippy,” 
demonstrate 


might 
headline of the next 


Westinghouse 
friend of Tarzan, to 
its flash bulbs at the 
National Photographic Show in New 
York. 

Zippy was hired to take pictures 
of show visitors with his Kodak 
camera and Westinghouse photoflash 
lamps, then process them on the 
spot in his own, specially-designed 
Unibath tank. 

He was expected to make a mon- 
key out of human photographers 
who insist on using more difficult- 
to-handle photographic equipment. 

44 


Well, . . that’s show business 





cept for dark gree 


“paper picture’ above made of Howard colors 


Color Guidepost to Business Efficiency 
| ) 


When used for business forms 
HowaRD Bonp colors give at-a- 
glance directions that simplify the 
speedy routing of different forms 

greatly expedites handling and 
filing. That is why How ARD colors 
are among the most popular in 


American business today 


They enjoy other business uses, of 
course. Special letterheads. Bulle- 
Folders 
Price Sheets Reports And for 


scores of other uses where you want 


tins. Announcements 


a two-color effect at a one-color 
price, plus all the freshness and ap- 


peal of these attractive colors 


Your printer or paper merchant 
will show you the Howarp Bonp 
sample book including thirteen col- 
ors plus Howarp’s whitest white 
It’s well worth seeing, and very def 
initely worth using in many ways 


ALL HOWARD PAPERS are 


quality controlled by Afccaa 


[LCL ® 


HOWARD PAPER MILLS, INC. © HOWARD PAPER COMPANY DIVISION, URBANA, OHIO 


Howard , bond 
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“The Nation’s Business Paper” 


Companion Lines: Howard Ledger * Mimeograph thnk Duplicator * Posting Ledger * Du-All 
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“Poor Man’s Boats” is a favorite of artist Maurice Logan, 


Associate in the National Academy of Design and a dean 


° ° ° 
LDiscove rieS 1n of both commercial and fine art. Mr. Logan paints 
almost compulsively on weekends, after Monday-through- 
Ae” A m erican Art Friday duty as a partner . a wn studio. He - 
created a heritage of western Americana—in watercolor 
and oil—with authority, with freedom of stroke and 
color. He often deftly employs black as a color to produce 


the sense of realism noticeable in this painting. . . and 


faithfully reproduced here on Maxwell Offset. 


All Howard papers quality controlled by Printed on Maxwell Offset— Basis 80—Maxtone Finish 


HOWARD PAPER MILLS, Inc. @ Maxwell Paper Company Division e Franklin, Ohio 





White Space Talks . . . This dramatic 
design illustrated the concentration of 


heat-transfer space, a major product 
feature. 


Poster & Picture . . . Miniature poster 
carries humorous slogan on one side, 
product plug on other. It wins space on 
customers’ desks. Jumbo postcard (rt.) 
gets attention for salesmen. 


Sweet and Snappy . . . Candy is always 
welcome, and they are same shape as 
package. The truck flag is useful, and 
it is a reminder of the long lengths 
available. 


Stationary Trip . . . Hand-held viewer 
and stereo slides take the buyer to the 


'T'S SO Easy: 


Mailing Piece . . . Folder looks like real 
package on the outside, opens to dem 
onstrate efficiency of exclusive pack- 
aging. 


Using Gimmicks 
in Promotion 


Products that are not bought on impulse 


need continuing campaigns to keep the prospect 
warm. Ingenuity keeps dullness away. 


By H. A. Harty 

Manager of Advertising and 
Sales Promotion 

Wolverine Tube Division 
Calumet and Hecla Inc. 
Allen Park, Mich 


The unusual, in sales promotion 
and advertising, pays off. 

By unusual, I mean in a practical 
sense, not eccentric. And by prac- 
tical, I mean specifically unusual 
ways that “thinking” salesmen and 
sales engineers can make advertis- 
ing and sales promotion work for 
them. 

To prove this premise, Ill have 
to offer specific examples and my 
examples center about a company 
that I sincerely believe to be one of 
the greatest in its field today, 
Wolverine Tube. We are a primary 
mill, producing copper, copper-al- 
loy and aluminum tube, shapes and 
special tubular products. 


> At Wolverine, we have been able 
to find the unusual approach in: 


publication advertising 
use of reprints 

direct mail 

sales promotion materials 
trade expositions. 


> Let’s take publication advertising 
first. A while ago we had the op- 
portunity to introduce to the 
plumbing and heating market a new 
package for our copper water tube 

a package that could be used 
as a reel . allowing the plumber 
to use the tube directly from the 
carton itself. And so in our publi- 
cation advertising, we introduced 
a record ad. The reader could read 
it, hear it, and chances are, share 
it and might even save it. 

We followed up with an insert 
program in the plumbing publica- 
tions. The inserts have a function- 
al value by actually demonstrating 


the product’s major advantage, our 
copper water tube, unreeled from 
the carton, increasing the impact 
for an old-line product. 

Even our regular business pub- 
lication ads can be made unusual. 
One of our products, Trufin, is an 
extruded surface tube which great- 
ly increases the surface area, offer- 
ing compactness and improved heat 
transfer. To say this in publication 
advertising is one thing, to demon- 
strate it is another. Our ad relates 
the surface area increase by spe- 
cifically comparing it to the white 
space in the ad itself. Here is how 
our copy read: 

“Let this entire page represent 
the area of plain tube required for 
your heat transfer. The same heat 
transfer surface can be concentrated 
in relatively the space occupied by 
this block of type by using Wolver- 
ine Trufin-the integral finned tube.” 

Of course, these are just a few 
of the unusual things that can be 
done in publication advertising. We 
believe that there are a good many 
unusual things that can be done in 
publication advertising. Have you 
considered how it might help to use 
reprints of your business publica- 
tion advertising? 


> Our salesmen use reprints before 
each important call. They send 
them with a calling card or ap- 
pointment-reminder card or with 
a letter requesting an appointment. 
This has minimized waiting periods. 

Our salesmen use reprints when 
calling on key accounts, not every 
time, but to show important fea- 
tures and advantages of our prod- 
ucts. 

Our salesmen use reprints as a 
reminder of the call and points cov- 
ered. 

Our salesmen circle important 
features on reprints and use them 
as a topic of sales call conversation. 

Our salesmen attach reprints to 
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GRC metal miniatures 
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letters after the 


follow-up initial 


call 

> We decided long ago that the 
value of being unusual in a practical 
way is essential to being successful 
in direct mail. 

We've used replicas of our car- 
tons and tubes so that no matte 
who sorts the mail, our mailings get 
top attention consistently. Other un- 
usual aproaches to our direct mail 
have included 


@ jumbo post cards 


carrying pic- 
salesmen and 


notes to the buyer; 


tures of ou brief 


® a miniature billboard that stands 
on the buyer’s desk. One side dis- 
penses a clever saying to his vis- 
itors and the other is a reminder 
to him of our 


product’s majo 


feature; 


Our salesmen merchandise 


“thinking” 


help 

mail. The 
recognize that mailings 
are only as good as the mailing 
lists. They make sure that customer 
and prospect companies are repre- 
sented in depth. During their sales 
calls, they mention the 
and elaborate’ on 


our direct 
salesmen 


mailings 
major points 
stressed in the mailings. They at- 
tach mailings to personal 
letters and ask for comments from 
their attention 
to points that they have previously 
discussed with the customers. 


special 


customers or call 


>» What about sales promotion ma- 
terials? Do we all do as well as we 
might in the selection of them? I 
doubt it. Too much sameness. Some 
are good even though they are fre- 
quently used. Here are some un- 
usual promotion 
have distributed. 


sales items we 


e Life savers readily welcomed 
and much discussed and they are 
the shape of our product, package, 
reel, 


@ Truck 


distributors 


flags for wholesalers and 
We like them be- 


cause they are a reminder that we 


make and sell long lengths of cop- 
per tube and pipe. 


® Slide viewer ... a tailor-made 
trip for the buyer without leaving 
his desk, ready with cue cards for 
our salesmen. We think this is the 
best way we could find of showing 
the buyer our modernized mill. 


© Carton cutter ... good for people 
who handle packaged merchandise 
and a way to remind wholesalers 
that our products cut inventory 
problems for the warehouseman 


® Vari-vue rulers Technical 
and engineering audiences appre- 


ciate them and they help to reflect 


our technical competence in the 
field of heat transfer. 


> There are lots of opportunities to 
use sales promotion materials in an 
effectively unusual manner. Con- 
sider just for a moment even the 
simple and very mundane instru- 
ments of sales promotion. Probably 
every reader of this article has in 
his pocket the smallest salesman on 
his sales force, a calling card. 

How many times have you made 
excuses for not leaving your calling 
card? Excuses that say, “I have 
known him for years,” or “He knows 
me and I’m sure he knows my com- 
pany,” or “He remembers our prod- 
ucts,” or “His secretary even has 
my telephone number” and many 
others are too common. 

How many times have we heard 
of purchasing agents, buyers, pro- 
duction and engineering people, 
perhaps some of them your cus- 
tomers, who sit slightly bewildered, 
very embarrassed and listen intent- 
ly to everything from the first strains 
that go with a “Hello, Joe” call to 
the professional salesman’s planned 
presentation without sufficient 
basic information? 

Men who are often old hands in 
the business and who really say 
“Yes” or “No” often say they would 
give a lot for the simple facts that 
are presented on the average call- 
ing card. Perhaps it only helps them 
to recall a first name or a product 
name, a title, or name of the firm, 
or perhaps, the office or plant lo- 
cation. Even if, on a few occasions, 
it is redundant, here is one case 
where the use of just an ordinary 
sales promotion implement is un- 
usually effective in establishing a 
favorable sales climate. 


>» Trade expositions, of course, offer 
a wonderful opportunity for show- 
manship and the unusual. In ou 
exhibits we have displayed uranium 
in its native state, using as an audi- 
ence participation device, a_ real 
geiger counter built theater 
marquees and developed and dis- 
tributed song sheets with parodies 
like, “Dear Old Coil.” We’ve held 
contests on such things as the time 
it takes to melt a 300 lb. cake of 
ice. 

In our hospitality suites, operated 
in conjunction with our exhibits, 
we have sponsored such activities 
as: barbershop quartets renamed, 
“Tubeadors,” or handed out invita- 
tions with treasure chest keys at- 
tached. 

And the salesmen’s part in mak- 
ing these things catch on can be as 
easy as: 


® issuing invitations to the trade, 





well in advance; 


® presenting invitation cards dur- 
ing the exposition, cards with a 
functional value for recording room 
numbers and making miscellaneous 
show notes; 


® the prompt and effective follow- 
up of leads developed in conjunc- 
tion with the exposition. 


> These are just a few things that 
one company has done and some 
merchandising thoughts you may 
find helpful. The unusual approach 
may be the key you’re looking for. 
There’s a great need today for 
managed creativity in advertising 
and sales promotion that will bring 
to industry an even greater flow 
of new and unusual approaches. 
Similarly, there is a great need for 
salesmen, sales engineers and 
everyone related to selling and to 
sales management, to adopt new 
and forceful merchandising habits. 
But the greatest need of all is 
for the effective coordination of ad- 
vertising and selling, and the full 
use of their unusual abilities. 
With these forces working as a 
team, the successful and profitable 
marketing of tomorrow’s products 
will be assured. 44 


Bruce, Richards Releases 
Contest Survey Results 


Results of the first retailer survey 
on consumer contests are now avail- 
able from Bruce, Richards Corp., 
New York. 

According to president Raymond 
J. Frisch, this survey was the first 
to get retailer reactions to contest 
promotions needing his support. 

The survey was directed to food, 
drug and variety retailers in both 
chain and independent outlets. Sur- 
vey questions covered such factors 
as retailers’ attitudes toward “tie- 
ins’ and_ point-of-sale material 
preferences. 
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Only 150 more boxtops and we can 
get the paddles! 


this booklet introduces 
a new concept in 
merchandising! 


Petia natco.-- 

A 
Pett ‘oy 
Po 


as 


Pe te 


how to pack merchandising punch 
in natco specialty bags 


no merchandiser should be without a copy! write for yours. 
crammed with fresh ideas that spark new thinking, this free 
booklet spotlights new angles on specialty bags as packages, 
premiums, product displays, dealer gifts, good will giveaways, 
incentives... your name, of course, reproduced anyway you wish! 


at surprisingly low cost, natco bags are fabricated for you in 
almost any size, shape or color — in your choice of fabric. 


quality? so high that natco supplies overnight bags to the air- 
lines of the world! 


for your copy, clip this coupon to your letterhead! 


natco products corporation 
1402 post road, warwick, rhode island 


gentlemen: rush me a copy of natco’s free booklet of proven 
sales promotion/merchandising ideas by return mail. 


name title 
firm name 


street address 


COP. zone state 
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How Kemper Buys Its Calendars 


One of the country’s largest and most consistent users of 
calendars is Kemper Insurance, which buys its own color 
photographs and supervises its printing. 


By Clive R. Bishop 
Advertising Manager 

Kemper Insurance Companies 
Chicago 


For 14 years, agents of the Kem- 
per Insurance companies have been 
putting scenic America to work for 
them in promoting 
goodwill. 

The medium employed is our an- 
nual pictorial calendar which uses 
color photos of American scenes to 
provide our agents throughout the 
nation with a low-cost year-’round 
advertising billboard in the homes 
and business establishments of their 
policyholders and prospects. 

This particular billboard is a cal- 
endar flap carrying a three-line im- 
print, in a choice of colors, identify- 
ing the agency, its address and 
phone number — a daily reminder 
of the person to call for professional 
counsel and service on insurance 
needs. 


policyholder 


> Our first scenic calendar was pro- 
duced for use by agents on a share- 
the-cost basis in 1947. Color photos 
of the Pacific Northwest, Mardi Gras 
time in New Orleans, Mount Ver- 
non, a field of California poppies, a 
trout stream being worked by a fly 
fisherman, Niagara Falls, an old 
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Southern plantation, a Gloucester 
fishing village, the Canadian 
Rockies, an autumn farmland scene, 
Williamsburg and the coast of Maine 
illustrated America and its people 
at work and at play. 

Since that time, we have used na- 
tional parks, rivers, lakes, flowers, 
trees, fields, colleges, sports (non- 
competitive and competitive), 
homes, roads and bridges of Amer- 
ica in continuing our theme. 

Following our usual procedure, 
we selected one illustration from 
each of the 12 areas in which our 
companies have a branch office for 
our 1960 calendar, Churches of 
America. 

An extra calendar sheet for 
December 1959 in the 1960 calendar 

not only serves the agent as a 
Season’s Greeting, but is designed to 
put his calendar into use a full 
month ahead of competition. 


> The 1960 calendar uses illustra- 
tions of houses of worship ranging 
from simple rural churces to elab- 
orately designed temples — the First 
Presbyterian church in Cazenovia, 
N. Y.; Grace Church in St. Francis- 
ville, La.; Mission of San Jose, San 
Antonio, Tex.; a country church in 
Ohio; St. Simeon on the St. Law- 
rence river, Quebec, Can.; Temple 


Beth Israel, Portland, Ore.; First 
Church of Ipswich, Mass.; Midway 
church in Georgia; Bahai Temple, 
Wilmette, Ill.; St. John’s church, 
Cold Spring Harbor, N. Y.; Way- 
farer’s Chapel, Portuguese Bend, 
Cal.; and Yosemite Park Chapel, 
Cal. 

In choosing the churches for this 
calendar, we sought to reflect the 
beauty of setting and the spiritual 
feeling inspired by churches all ove 
America qualities that are inde- 
pendent of creed, size, fame or his- 


Current Calendar . . . The imprint of the 
local agent is placed on the top flap, 
which holds the months as they go by. 





when you specify FASSON Self-Adhesive Materials 


Here’s why — 


Easier to use. Just peel the backing paper off 
. .. press in place. That’s all. No soaking, no 
dripping, nothing to clean up. Salesmen, 
route men, dealers like to put up Fasson signs. 
Excellent variety. Colorful papers, gleaming 
foils, weatherproof vinyls, clear acetates. All 
can be silk screened, printed, or lithographed 
perfectly . . . beautifully! 

Two adhesives. Permanent — actually sticks 
tighter with time. Temporary — removes 
easily, slick as a whistle. 


Prove it yourself. Write for samples. Dept. A. 


fasson 


Fasson Products 
A Division of Avery Adhesive Products, Inc. 


250 Chester Street ° Painesville, Ohio 


Makers of Self-Adhesive Papers * Foils * Films * For converters 
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BENT GLASS 


Pesce 


CHARCOAL 


Put result-getting punch and staying power into 
your advertising specialty program. Let HOUZE 


FREE—1960 


Glass Calendar 
Tray and 
20-page color 
catalog. Request 
on your 
letterhead. 


ART Ad-Trays deliver your message, in brilliant 
permanent colors on charcoal tinted, gem-quality 
bent glass. Originality, utility and permanence 
make Ad-Trays a “working” specialty, always on 
the job at your prospect's elbow. Available in a 
wide variety of sizes and shapes, for mailing or 
personal distribution. Consult your Advertising 


ene Counselor, or write direct. 


4 GLASS CORPORATION 


POINT MARION, PENNSYLVANIA 


SERVICE 


IS MORE 
THAN 
JUST A 

WORD 


ar LAKE SHOR 


1224 W. VAN BUREN - CHICAGO 7, ILL. - 
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torical interest, but symbolic of the 
flowering of religious freedom since 
the beginning of our nation. 

To meet increased postal rates, we 
redesigned the 1960 calendar to fit 
into a smaller envelope and also re- 
duced the over-all weight. Use of a 
spiral hinge permits folding the 
calendar in half for mailing. When 
hung on the wall, however, the cal- 
endar retains the familiar size and 
appearance of its predecessors. 


>’ Since 1946, agents of the Kemper 
Insurance companies have placed 
more than 14 thousand orders for a 
total of more than 3.5 million calen- 
dars. With our share-the-cost set- 
up, agents can purchase calendars 
from us at 10 to 25 cents less per 
calendar than if they purchase a 
similar quality stock calendar. 

In addition, our agents are given 
an exclusive calendar undupli- 
cated by any commercial or stock 
product. 


> About 78% of our calendar budget 
goes for printing, paper and assem- 
bly of 240,000 calendars. Another 
8° represents shipping costs, and 
6% is spent on envelopes for the cal- 
endars. Photos and artwork account 
for 5% of the budget, and the re- 
maining 3% is allocated to promo- 
tion of the calendar among agents. 
Our calendar production time- 
table usually begins in September, 
14 months ahead of delivery to 
agents of the printed calendar. 
Calendar editor Ben Baumann, of 
our advertising department staff, 
solicits suggestions for the calendar 
theme from our branch office and 
home office advertising committees. 


>» When the theme has been deter- 
mined, we prepare _ specification 
sheets on the desired type of color 
transparencies. These spec 
are sent to over 200 U. S. and Ca- 
nadian photographers and _ photo 
agencies with whom we _ have 
worked in the past. We also run a 
blind ad each year in a photography 
magazine. 


sheets 


The transparencies we use are 
purchased on a one-year exclusive 
basis. The purchase contract also 
specifies that the photo cannot be 
used in another calendar for three 
years. 

Mr. Baumann reviews about 2,000 
transparencies submitted each year 
and narrows the selection down to 
about 200 good transparencies which 
are judged for final selection by Mr. 
Baumann, myself and assistant ad- 
vertising manager Richard DeMark. 

Some of the more consistent con- 
tributors to our calendar scenes are 
Thomas Appel, Twin Lakes, Wis.; 
Ray Atkeson, Portland, Ore.; Wil- 





NEW Chairman Bal// Pen 


REPRODUCES ON ALL 
PHOTOCOPY MACHINES 


GETS MORE BUSINESS FROM YOUR AD MESSAGE 


Excellent quality, low cost — the new “Chairman” PhotoCopy 
Ball Pen gets more attention, keeps your ad message at your 
customers’ finger tips. It’s especi: ally useful; clearly picks up on all 
photocopy machines. Use them in so many he ‘Ipful ways, too: 
Increase traffic at sales meetings and conventions, use them as calling 

cards, promote new customers, or just say thanks — anywhere you 
want your ad message read. 


30D c«:*99™ 


COMPLETE WITH 
YOUR SALES 
MESSAGE 
LASTINGLY 
IMPRINTED 


“Chairman” PhotoCopy Ball Pens feature a gleaming chrome metal 
plunger and handsome chrome band with sturdy military spring-steel clip. 
Plus a fully-loaded, long-lasting brass cartridge with your choice of jet black 
or blue photocopy ink. And, you get all these quality features at a price 
low enough for mass distribution. 


So give your ad message the attention that pays off big. Don’t delay, write Your choice of 


today — on your company stationery — for your FREE sample. Mail or phone blue or black 
your request to Exclusive Adve rtising Associates, Inc. ink. 


“Chairman” PhotoCopy Ball Pens are only available from: 


inc. 
THE ADMASTER CREATIONS CO. 
Toledo 12, Ohio 
ADVERTISING FEATURES CO 
Des Moines, lowa 
ADVERTISING IDEAS 
Signal Mountain, Tennessee 
ATLAS ADVERTISERS, INC 
Seattle 9, Washington 
ARIZONA SPECIALTY CO 
Phoenix, Arizona 
LOUIS BAIDA SPECIALTIES INC 
Miami 32, Florida 
HARRY A. BAKER CO. 
Grand Rapids, Michigan 
IRV BARISH ADVERTISING SPECIALTIES 
White Plains, New York 
S. E. BENNETT CO 
Cleveland Heights 6, Ohio 
THE PAUL W. BRIGHT CO. 
Boise, Idaho 
S. J. BROERS CO. 
Akron 2, Ohio 
BROOK-PARKER CO. 
Montclair, New Jersey 
BURNETT SALES CO. 
Birmingham, Alabama 
BUSINESS ADVERTISING CO. 
Kansas City 11, Missouri 
BUSINESS GIFTS LIMITED 
Toronto, Ontario, Canada 
BUSINESS IDEAS 
Coshocton, Ohio 
CONSUMER CONTACT CO 
Kirkwood, Missouri 


EXCLUSIVE ADVERTISING ASSOCIATES, INC. 


215 East Ninth Street, Cincinnati, 


WALTER W. CRIBBINS CO., INC. 
San Francisco 5, California 
CRONMILLER-McCORMICK CO. 
Pittsburgh 22, Pennsylvania 

ERSPAMER ADVERTISING 
Omaha, Nebraska 

HARVEY ADVERTISING CO. 
Waco, Texas 

HOOSIER SPECIALTY CO. 
Evansville, Indiana 

M. L. KEELER & SONS 
Costa Mesa, California 

WM. W. KENDRICK CO., INC 
Washington 12, D. C. 

L & N ASSOCIATES 
Menomonee Falls, Wisconsin 

LACQUER-GRAPH, INC. 
Los Angeles 7, California 

JOE LANGLEY & ASSOCIATES 
Springfield, Illinois 

BRENT B. LOWE & CO., INC 
Boston, Massachusetts 

MARKETTE ADVERTISERS 
Wheeling, West Virginia 

MARTIN MEYERS CO. 
Philadelphia 32, Pennsylvania 


MERIT ADVERTISING PLANNERS, INC. 


Chicago 11, Illinois 
THE MILTON CO. 
Okmulgee, Oklahoma 
T. R. MINTZ SALES CO. 
New Haven, Connecticut 
PACIFIC CALENDAR & NOVELTY CO 
Great Falls, Montana 


Ohio 


PROMOTION PRODUCTS 
Louisville 2, Kentucky 

PUBLICITY PROVIDERS 
Portland 2, Oregon 

QUALITY ASSOCIATES, INC. 
New York 36, New York 

ROEMER G. ROBERTSON CO. 
Minneapolis, Minnesota 

SALESBUILDERS, INC. 
Cincinnati, Ohio 

HARLEY J. SCOTT CO 
Kansas City, Missouri 

WILLIAM W. SCHWARTZ ASSOCIATES 
Sheboygan, Wisconsin 

SOUTHEASTERN ADVERTISING, INC 
Rocky Mount, North Carolina 

SPECIALTY COUNSELORS, INC. 
Atlanta, Georgia 

STEIN ADVERTISING 
Fort Wayne, Indiana 

BOB STEPHENS & ASSOCIATES 
Lincoln, Nebraska 

H. STIEFEL CO. 
Syracuse 2, New York 

THE WAGSTAFF CORPORATION 
Houston, Texas 

GARFIELD WALKER ASSOCIATES, INC 
South Bend, Indiana 

WESTERN SPECIALTY ADVERTISING CO 
Amarillo, Texas 

WORRELL BROTHERS 
Shreveport, Louisiana 


FREE! 


SAMPLE 
ON 
REQUEST 


June 
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WILL MEAN 


MORE 


adil 


for Yow 


FRESH ORCHIDS AS LOW AS 10c¢ EACH 


Borns OF HAWAII, INC. 
+ MvENTH Avinut NEW TORe ’ 


~ Otrgen 50500 


Range rtisin 


USE WONDER-SHAM 


Your Message .. . 


becomes important! Your wonder-shams carry 
your message permanently imprinted into the 
cloth ‘ BIG, sure to be seen. A Large, Dig- 
nified package for your friends or customers 
to take home, to be used and appreciated. 


Your GIANT Message at midget prices. No 
other gift or premium regardless of cost pro- 
vides you with so much space for your pub- 
licity . . . @ constant reminder of your name 
and services. A WONDER-SHAM gift is BIG for 
you! BIG to your public! 


This All-Purpose Cleaning Cloth 
A quolity washable and reusable cleaning cloth 
for the home, car or workshop. Appreciated 


by both men and women . . . something they 


can use every day. All the qualities of ex- 
pensive chamois at a fraction of the price to 
you! 


DOLLARS WORTH OF PUBLICITY 
FOR PENNIES 


WRITE FOR QUOTATIONS 
AND SAMPLES 
NO OBLIGATION 


JAMES P. WARD, INC. 
WARD BUILDING 
1103 French St., Wilm. 1, Del. 
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liam Goolsby, Dallas, Tex.; Arthur 
Griffin, Winchester, Mass.; Thomas 
Peters Lake, Eau Claire, Wis.; Ray 
Manley, Tucson, Ariz.; Joseph 
Muench, Santa Barbara, Cal.; Jona- 
than Wrice Shults, New York City; 
Bob and Ira Spring, Seattle, Wash.; 
and Chuck West, Newton, Pa. 


> In late November or early Decem- 
ber, we ask for printing bids. Speci- 
fication sheets and samples of the 
most recent calendar are sent to 
about six calendar specialty print- 
ers 

The printing order is placed about 
the first of the year. This timing is 
very advantageous as most calendar 
printers are not at peak production 
in their shops at this time and are 
glad to have a large job to keep 
their staff busy. As a result, the 
printer maintains a production level 
and we enjoy an economy. 

For the past few years, our calen- 
dar has been printed by the U. O. 
Colson Co., Paris, Ill. Colson is very 
proud of its color work and, I might 
add sincerely, we’re also very proud 
of the results obtained from their 
excellent production staff and their 
fine offset presses. 

We like to keep the printing in 
the general area of Chicago so that 
we're easily able to visit the plant 
when color proofs are being run 
and to make corrections right on the 
press. 

Then, too, Colson is equipped to 
give us the service our particular 
job requires; such as individual im- 
prints for agents, drop shipments 
and rush orders. 


>» Another advantage to using a cal- 
endar house in the general area is 
that emergencies can be handled 
quickly and easily with an inexpen- 
sive long-distance phone call. 

For example, shortly after one of 
our agents had ordered 600 calen- 
dars, his community went on the 
dial system and the agent was given 
a new phone number. 

As soon as he notified us of this 
change, we phoned Colson. The ship- 
ment was stopped and we were able 
to salvage the calendars. Each year 
there are other cases in which we’re 
able to catch an error or make a 
correction before the change be- 
comes too expensive. 


>» By late February or early March, 
hand-pulled 


color proofs are in, 


color corrections are made and 
plates are ready for the press. Press 
sheets then are submitted and fur- 


ther color corrections are made. 
By the end of March, we're ready 

to begin the run and Mr. Baumann 

goes down to the Colson plant where 


he remains on the scene for 36 hours 
to approve final color corrections. 

These corrections are made on a 
*round-the-clock basis as the presses 
can’t be shut down if we’re to stick 
to our production schedule. If we 
can’t color correct by ink flow alone, 
of course, we have to wait for a new 
plate to be made. Because Colson 
has its own platemaking facilities, 
this takes only about four hours to 
complete. The new plate then is put 
on the press and re-run. 

We've required as many as four 
new plates before we’ve completed 
the corrections to our satisfaction. 
But, as I indicated before, Colson, 
like most calendar houses, is proud 
of its color work and doesn’t mind 
remakes of plates if the results sat- 
isfy the customer. 


> We start promoting the calendars 
with our agents sometime between 
April and June. For this promotion, 
we use our monthly Agents News 
Bulletin. 

The basic promotion consists of an 
article in the bulletin, a triplicate 
order blank and a full-color broad- 
side enclosure illustrating one scene 
from the calendar. 

The agent fills out the order 
blanks and sends them to us with his 
remittance which, by the way, cur- 
rently runs about 80% of the ac- 
tual production cost. 

We keep one copy of the order 
blank and send two copies down to 
Colson. One is used for instructions 
regarding the agent’s desired im- 
print and one is sent to the Colson 
shipping department. 

Deliveries are begun in June. We 
like to have all orders in by Novem- 
ber 15. Late orders are accepted but 
we do not assure delivery on these 
before Christmas. 

A second duplicate promotion to 
agents is made in September. In the 
interim, of course, we keep plugging 
the calendars in the monthly bulle- 
tins. 

We've found it more economical 


it’s just a suggestion . . . But can't 
you find another spot for that recom- 
mendation?” 
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You, too, can become an expert balloonist 
with PIONEER'’S “Advertising Balloon Fact 
Pack,”’ a handy file folder containing full 
color balloon illustrations and prices, adver- 
tising balloon ideas, ordering instructions, 
imprint work sheet and order blank. Write 
Betty Wolfe for your free copy at... 


du PIONEER “ease. Cmcan 


410 Tiffin Road < Willard, Ohio, U.S.A. 


Litho in U.S.A. 


In your promotion plans 


...call fc 
quality 
balloo 
..Call fo 
Qualate 


The PIONEER Rubber Company 
Advertising Balloon Division 
410 Tiffin Road, Willard, Ohio 


Dear Mrs. Wolfe: 

Please send me your FREE ‘‘Advertising Balloon 
Fact Pack’. 

Firm 

Address 


Exceeded State 


Requested by 


A2-9595016 





to order our own envelopes. These 
are shipped to Colson for imprinting 
and the calendars are inserted prior 
to shipment. 


> Our agents tell us that the pictorial 
calendar is very popular with their 
policyholders. 

When our first promotion of the 
1960 calendar to agents was delayed 
last spring, one of our California 
representatives wrote: “We have 
not yet received a sample copy of 
the 1960 calendar and the price list. 


The calendars are always so beauti- 
ful — no matter what the motif - 
and my insureds won’t be happy if 
they don’t receive one next Christ- 
mas.” 


An agent in Decatur, Ga., said: 
“Every year it seems to me that the 
calendar gets better and better but, 
without a doubt, the 1960 Churches 
of America calendar reaches an ab- 
solute top .. . it’s terrific. ’'m sure 
many people will wish to keep these 
beautiful reproductions.” 44 


List of Exhibitors Grows... 


Spring Show Marked 
By Lack of New ideas 


This spring’s Premium Show, held 
as usual at Chicago, was well-at- 
tended, both by exhibitors and by 
buyers, and the former were happy 
enough with the interest shown by 
the latte: 

To some observers on AR’s staff, 
who have been attending this show 
for several years, there were three 
conclusions that could be drawn, on 
varying amounts of statistical evi- 
dence: 


1. The number of 
known, 


nationally- 
blue-ribbon companies 
which were exhibiting continued to 
increase. This is an extension of a 
trend that has been pointed out 
earlier in these columns. 


2. There seemed to be a greater at- 
tendance by agency buyers, as com- 
pared with both jobbers and buyers 
from individual premium _ using 
companies. 


3. Although there were new ex- 
hibitors, there were not as many 
really new ideas as AR editors re- 
membered from previous years. 
There were, of course, new models 
and changes in style from the pre- 
vious year’s merchandise, but these 


are not really new ideas. 


This last point demands some 
further discussion. An idea doesn’t 
have to be brand new to be suc- 
cessful. As Michael O’Connor, vice- 
president and director of merchan- 
dising, Foote, Cone & Belding, put 
it in his speech to the conference, 
“Most so-called new ideas were 
merely old ones with a new suit of 
clothes.” 

With this in mind, AR describes 
some of the more interesting items 
and exhibits shown at the Show. 
Further information may be ob- 
tained by writing directly to the 
company mentioned. 
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@ Personal Music Service... RCA 
Victor has developed a_ system 
which gives the recipient of a pre- 
mium phonograph record a_ wide 
choice of music. The premium buy- 
er orders as many special certifi- 
cates as he needs, each of which is 
good for a record of a_ specified 
price. The recipient checks a cata- 
log, and puts the number of the 
record he wants, plus his name and 
address, on the certificate, which is 
already stamped and addressed to 
RCA. He drops it in the mail, and 
the desired record will be mailed 
directly to the consumer. 

The certificates are actually IBM 
cards, pre-punched and divided in 
such a way that one stub stays with 
the sponsor as a record, a second 
stub is a customer receipt, while 
the third part is the actual order. 

RCA Victor 

Bldg. 202-2, Cherry Hill 
Delaware Township 
Camden 8, N. J. 


© Flash Camera Kit... A new low- 
cost camera kit, introduced’ by 
Ansco, is said to be so foolproof that 
the manufacturer is issuing an un- 
conditional guarantee for satisfac- 
tory performance. The Cadet Flash 
outfit includes a camera, six flash 
bulbs and a roll of film. The retail 
price for the outfit is $10.95, with 
a carrying case available at $3.25. 

The camera takes 127 film, can 
handle both black-and-white and 
color, has a double exposure pre- 
vention device and an 
viewfinder. 


eye-level 


Ansco 
Vestal Parkway 
Binghamton, N. Y. 


© Lightweight Coolers ...A pre- 
mium of special interest to campers, 
picnickers and boatmen is a cooler 


of expandable polystyrene. The 26- 
quart capacity cooler, which will 
hold 36 cans of beer, weighs only 48 
ounces. The manufacturer claims it 
will keep cold things cold the next 
day, will preserve ice cubes for 
days. The foam-like plastic is also 
highly buoyant, and can act as 
an emergency life preserver. 

Both the 26-quart and the 13- 
quart coolers can be sent parcel 
post. Each comes in an economy and 
a regular model. List prices for the 
regular models are $11.95 and $6.95. 

Weber Tackle Co. 
Stevens Point, Wis. 


© Pizza Kit ... Geared to the grow- 
ing popularity of pizza pies as a 
home dish, whether home-made, 
frozen or ready-mix, a three-piece 
set has been introduced by Ekco. It 
includes a pizza pan, a cutter with 
a revolving, stainless steel wheel 
and a server. 

The kit will not be available 
through regular retail channels, but 
the manufacturer estimates its re- 
tail value at $2. 

Ekco Products Co. 
Premium & Specialty 
Sales Div. 

1949 N. Cicero Av. 
Chicago 39, Ill. 


© Instant Premiums ... A new 
plan, designed for those who want 
to get started in a hurry, or who 
want a plan that requires a limited 
investment, has been announced by 
a group of suppliers—Amity 
Leather Products Co., Lux Clock 
Mfg. Co., Washington Forge, Wilson 
Sporting Goods Co., Eureka Spe- 
cialty Printing Co. Eureka will han- 
dle the details of preparing and 
printing the four-color process fold- 
ers for the merchandise suppliers. 
The first offer, to be issued under 

the name Group O’ Gifts, includes 
four items costing about $2. Future 
plans will be at other prices. Two of 
the six pages of the folder are avail- 
able for the premium user. No 
quantity commitments are required 
of users, who will be billed only for 
the actual orders placed. 

Eureka Specialty Printing 

Co. 

Scranton 9, Pa. 


@ Books to Order ...A special di- 
vision of a nationally known pub- 
lisher which publishes both stand- 
ard books and business reference 
services offers its skills in preparing 
special premiums designed to meet 
specific problems. Ranging from a 
leaflet to a hard covered book, sub- 
jects handled in the past include 
biographies of baseball players, in- 
come tax instructions, cartoon an- 
thologies, a secretary’s handbook, 





each designed to answer a special 
problem. 
Prentice-Hall Inc. 
Englewood Cliffs, N. J. 


e Maps for the Space Age 
Added to one of the most complete 
lines of maps and atlases is a new 
space age atlas, which includes 
world maps, a moon map, a polar 
map, a solar map, an atmosphere 
chart, and other information to meet 
current interests. 

Retail price for this atlas, depend- 
ing upon binding, range from 75¢ to 
$3. 

Rand McNally & Co. 
P.O. Box 7600 
Chicago 80 


© Low-Cost Maps . . . Two maps, 
each 50x38” in seven colors, have 
just been made available to pre- 
mium users. The first shows fairy 
tale and Mother Goose characters in 
Story Land. The other, entitled “The 
Bible Lands,” shows the well-loved 
and well-known places and names 
of the Bible. Each may be self- 
liquidated at 25¢. 

American Map Co. 

3 W. 61st St. 

New York 23 


® Vinyl Attache Case ...A light- 
weight case, completely sealed and 
riveted electronically, can be used 
as a premium or a special pack- 
aging unit. Designed primarily for 
business papers, it is big enough to 
hold a fresh shirt. It was developed 
to retail for $2.98. 

Rimar Co. 

60 W. 15th St. 

New York 


World-Wide Gift Kit 
Shows Samples of Line 


A sample kit, showing the type 
of articles available from the 
World-Wide Gift service, is now 
available to prospective clients. 

The kit includes actual samples 
of items which World-Wide drop- 
ships from abroad or imports in 
bulk. Included are such items as 
cocktail forks, French perfume, 
around-the-world dolls, etc. 

The samples are accompanied by 
an informative presentation of pre- 
mium promotion tips including sug- 
gestions for tailoring a foreign pre- 
mium plan to the client’s specific 
needs. 

Additional details on obtaining 
the sample kit are available from 
World-Wide Gifts, Glen Head, Long 
Island, N. Y. 44 


More to Work With 


Here Type Can a SERVE You 
GJ 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 


A 12 MONTH 
CALENDAR AND 
APPOINTMENT PAD 


THAT STARTS THE MRA. 
MONTH YOU WANT IT TO! 


begins in 
MAY - SEPT. - JANUARY - MARCH 


, : Shows full month’s appointments at a glance 
Comes complete with C ine full * is of int t sheet 
leather-like plastic ontains full year’s supply of appointment sheets 
folder with 4 line Sheets can be filed as permanent records 


GOLD IMPRINT Special messages may be printed on calendars 
; on orders of 5000 or more 


(prices for special orders submitted on request) 


A EE OS SE Se a eee 


Send to REVELATION PLASTICS, INC. 
Dept. A.R., 74 Washington Street, New York 6, N. Y. 


INCLUDES UP TO 4 LINE GOLD IMPRINT 
Please type in your imprint in this area. 


Firm Name 


Address 


s_ma ew ee ew ee eee ee eS ee | 


Signed by 


hic cay cece ts enc: ae ino ae eb ey aaa ale al cans ae ml ae A i 
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Each year, AR takes a look at the Art 
Directors Club exhibits of advertising art, 
held in almost every major city from 
coast to coast, and selects from those 
entries which have been given first 
awards in their special categories. Taken 
as a group, it is a distinguished sample 
of the best that is being done in adver- 
tising design and production today. 


Past! Hold page up to bright light 
f wm X-ray peek at a great gift 


NEW YORK William Taubin Doyle Dane Bernbach, AD, NEW YORK Helmut Krone — Doyle Dane Bernbach, AD, for 
for Israel Govt. Tourist Office; Erich Hartmann, photographer; Schenley 
David Reider copywriter 


Industries; Maurice Bauman, photographer; Maurice 
Bauman copywriter 


74 ¢ Art & Photography 
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Name's Smith, not Daddy Warbucks! 


STATE FARM MUTUAL 
i 


ET ERE See SE TOE REE RR 
CHICAGO Frank Johnson Needham Louis & Bror- 
by, AD, for State Farm Insurance Cos.; Wingate Paine 
photographer; John Calnan, copywriter 


CHICAGO Charles Walz, AD, for Abbott Laboratories; Cele: 


CLEVELAND . . Stan Wood, AD, for Scott Paper Co.; tino Piatti, artist; Dean Carson, copywriter 


Staff, Merrick Lithograph, artists 


Potent OPTILETS 


aaa 


CLEVELAND James Buchanan The Wellman Co., AD, for 
the Park Drop Forge Co.; Harry Downs Jr., artist 


2 ARTE Ban AE cy i 


- continued on page 76 
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re actualcolor per tube 
than other leading tem 
peras. Try them today! 
1” x 4” tubes, 7O¢ every 


where. 
es ARTISTS COLORS 


J)ETHE ST 
CHICAGO 10, ILLINO!: 


Vela ts Ove) 
OU RNa 


“UNIVERSAL” 
COPY PRINTS 
RFR ty 
50 YEARS 


WRITE FOR DETAILS 


Q'’ x 10" ONLY be EA 


IN 1000 LOTS 


100 omy $8.50 


COPY NEGATIVES 
$1.50 


UNIVERSAL 


PHOTO SERVICE 
22 West 30th St., N. Y. C. 1 
OR 93-7972 
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‘Your Stocking 


3 
CHRISTMAS 
SHOPPER 


DALLAS Art Shipman, AD 
for iman-Marcu Dave 
Renning, artist & designer 


OMAHA Bill Frie AD, for KMTV 
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BALTIMORE . . Gordon A. Schwartz — W. B. Doner & Co., AD for WBAL- LOOKING 
Radio; Gordon A. Schwartz & Globe Inc., artists FOR PEOPLE 


WHO LIKE 
TO DRAW... 


. «On easy working cold 
press illustration board. 


...and have really sharp- 
looking drawings and 
illustrations. 


...On the most versatile 
illustration board available! 


When | find people who 
like to draw...1 recom- 
mend Crescent Illustration 
Board...the board the 
professionals use. 


At leading art material dealers 
everywhere. 


DENVER . . Ted Hawkins, AD, for McCormick- 
Armstrong Co.; Bill Nye, artist. Best of Show 
Award 


1240 N. HOMAN AVE./CHICAGO 51, ILL. 


... continued on page 78 
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WIS 


_@ 


AMERICA’S LARGE 
ART SUPPLY cane 


More TV is visualized on our Tom- 
kins Telepad (illustrated) than ail 
other pads combined! Send for 
sample page and see why. 

No. 72A 19 x 24 50 Shts 


(600 perforated panels) 
$3.50 each 


$38.50 dozen 


Write on your letterhead 
for 200 page catalogue of 
art supplies — “an En- 
cyclopedia of Artists 
Materials.’ 


ARTHUR BROWN & BRO., Inc. 
2 W. 46th St., New York 36, W. Y. 


et's elebrate! 


“IDEA” LETTERHEADS 


SEND FOR FREE CATALOG 
shit hall 


309 Fifth Avenue, New York 16 


for the first time .. . 
PERSONALIZED 
CHRISTMAS CARDS 
SPECIALLY DESIGNED 


FOR BUSINESS 
the CLASSIC COLLECTION 


by newbury guild 


@ Exclusive ‘‘Award Winning’ Line 

@ Masterpieces of quality 

@ Wide range of designs, 
techniques and prices 

BUY DIRECT FROM PUBLISHER — 
SEND FOR YOUR BOOK TODAY. 


newbury guild 
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400 Newbury St. 
Boston 15, Mass. 


CHOICE 


BUFFALO . . Carol Wilfert, 
AD, Barber & Drullard Inc 
for Hard Mfg. Co.; Jack 


Vogelman, artist 


ANT 


= ea 


MARCH OF EDIINE PROGRAM © 


=a 2. ~ 
=m \ ee 


© NEBOTY in January or February 


a 


SH @ SMITH KLINE & FRENCH LABORATORIES +? 


g * “&)) 


*«*« MARCH OF MEDICINE #e@ 


PHILADELPHIA . . Worren Blair, AD, 
for Smith Kline & French Laboratories 
Seymour Mednick, artist 


TORONTO. . David MacKay, AD, for 
CBC Radio; Graham Cought, designer 
and artist 





MONTREAL ; ; Alan 

Reeve, AD, for Imperial To 

bacco; Ernst Roch, artist aod 
for 


advertisi 


write for FREE 
/6-page datalogue™ 


enterprise photos 
Box 6873-C + DALLAS 19, TEXAS 


4 : 


ATLANTA . . Robert Hiers—Liller, Neal, Battles & Lind- 


sey Inc., AD, for Life Insurance Co. of Georgia; Norman SIMPLIFY SPEEDUP 
Kohn, artist; Bus Walton Studio, photographer ] 


'T COMMUNICATES 


With the new 


ART-O-GRAPH ‘‘1000”’ 


Better, all-round performance at a new lower 


MILWAUKEE Earl Oelstrom, AD, for ST LOUIS . . Charlies Doner—Aves, price. Reduces 5X, enlarges 5X (9X with lens 


Jos. Schlitz Brewing Co.; Advertising Shaw, Ring, AD for WOOD AMNM-TV; attachment). Projects flat copy or objects. 
. aac) Quick focusing. Simple manual control. Feather- 

Art Studios, artist; Everbrite Plastics Elsa Kula, Artist touch balance. Automatic lock. Adjustable track 

printer. Best-in-Show Award. length. All steel. Gold hammertone finish. 


See your Art Supply Dealer or write 


ART-O-GRAPH, INC. 


4837 Emerson Ave. §., Minneapolis 9, Minn. 
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Public Relations For Folger’s . . . Expanded outd 


VICE chieve viewer if 


the Vex ey y wn n 
tfee tin 


a trateg« 


infrared, Ultraviolet 
Publication Is Issued 


“Infrared and Ultraviolet Photog- 
raphy,” a revised publication carry- 
ing the latest information on Kodak 
films and how to use them for best 
results in this specialized field, has 
been issued by the Eastman Kodak 
Co 

The company’s infrared sheet film, 
135 film, high speed film and their 
applications are discussed. Proper 
exposure recommendations are giv- 
en and charts and 
graphs are included in the 50 page, 
thumb-indexed publication. Copies 
are available for 50¢ from Kodak 
dealers 44 


illustrations, 


8mm Sound Movie Camera 
Introduced by Fairchild 


Fairchild Camera and Instrument 
Corp., producers of specialized pre- 
cision cameras, electronic devices 
and advanced weapons systems for 
military and industrial markets, will 
market what it “the 
world’s only movie camera 


with sound a low cost 8mm cam- 


describes as 
home 


era, with a companion projector and 
film.” 

The camera, the Fairchild 
Cinephonic Eight, the company says, 
is the first that, with its microphone, 
can pick up and record on 8mm film 
the sounds of a scene simultaneous- 
ly with the action in exact lip syn- 
chronization. battery 
pack and sound amplifier are con- 


new 


Because the 
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pact with the bull’s-eye howing 


the highway 


or program for Folger provides put 
f the driving time in 
Painted bulletins contain full 
Units are now planned to include the six 


point on a principal highway 


tained within the camera body, the 
Fairchild has compactness, portabil- 
ity and ease of operation listed as 
features. 

The new camera and microphone, 
ready for filming with sound, lists 
for $239.50. The projector- 
recorder and its microphone will 
sell for $249.50. Fairchild 8mm 
sound film is priced at $7.50 for a 
50 roll of double-eight film, a total 
of 100’. 


The camera is 


sound 


7146x314x614” and 
weighs 4% pounds while the micro- 
phone is 444x14x7%”. The projector 
weighs 24 pounds and is 8x11x13”. 
It has film reel capacity of 400’ and 
has two projection speeds, 16 and 24 
frames per second. 

Accessories available will include 
exposure meter, tripod, carrying 
case and extra camera lenses. 44 


Dick Blick Co. Issues 
50th Anniversary Catalog 


The Dick Blick Co., Galesburg, 
Ill., marking its 50th year in busi- 
ness, has issued an anniversary cata- 
log of over 12,000 items for crafts- 
men in the graphic arts. 

Copies of the 228-page catalog are 
available. 
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Joseph Dixon Offers 
Pencil Sharpener Tips 


An _ illustrated manual entitled 


“How to Service and Repair Your 


Pencil Sharpener” has been pre- 


pared by the research department 
of the Joseph Dixon Crucible Co., 
Jersey City, N.J. 

The manual also contains a sec- 
tion entitled “How to Sharpen a 
Pencil,’ a sequel to another Dixon 
offering, “How to Erase.” 

Copies of the manual are avail- 
able. 
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Paper Introduced by 
Keuffel & Esser Co. 


A lightly-tinted yellow sketching 
tissue that permits low-cost repro- 
duction has been developed by a 
Hoboken, N. J., firm. 

Keuffel & Esser Co. says that its 
new product is primarily a “talking” 
paper—to make idea sketches and 
quick roughs for and by architects, 
commercial artists and advertising 
agencies. The company claims that 
its new #185 Sketching Tissue is an 
inexpensive paper that takes pencil, 
charcoal, or crayon equally well. It 
will produce copies in standard 
diazo, blueprint and office copy ma- 
chines. 44 


Bulletin Shows Cuts, 
Proofs of New Flag 


A bulletin showing stock cuts and 
reproduction proofs of the new 50- 
star U.S. flag is offered by Cobb 
Shinn, Indianapolis. 

Included are various designs of 
the flag in eight sizes, made from 
line drawings. All are offered in a 
choice of one or two colors for either 
offset or 
Plates are 


letterpress reproduction. 
available in other 


sizes at mail order rates. 


also 
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New Job Ticket Envelope 
Features Plastic Zipper 


An all-purpose job ticket en- 
velope, featuring a plastic zipper to 
seal out dust and grime, is being 
made by American Kleer-Vu Plas- 
tics Inc., New York. 

The 1012x1314” envelope has an 
eyelet on both the short and long 
side so that it can be hung either 
horizontally or vertically. The prod- 
uct is made of acetate and vinyl ma- 
terials. According to the company it 
will protect job tickets, work sheets, 
prints and charts, no matter how 
much they’re man-handled. 

A sample envelope is offered by 
the company. 
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You should see the 


piel 
Bond 


omparison 


Want to take the guessing out of bond paper specifying and buying? Then you'll want to see the new 
ABC's of bond papers—Ariel Bond Comparison, that is. It spells out from A to Z how and why Ariel 
Bond is the a//-purpose bond for business use. And how it combines in proper balance the ten vital 
characteristics of an outstanding bond: Appearance, Brightness, Whiteness, Uniformity, Erasability, 
Bulk, Opacity, Strength, Flatness, Economy. § Call your local Champion paper merchant, or send 
coupon for copy of new, informative booklet, entitled ‘‘The ABC's of Ariel Bond.”’ 


THE CHAMPION PAPER AND FIBRE COMPANY 

Attn.: Advertising Department HAMILTON, OHIO 
Please send me a copy of “The ABC’s of Ariel Bond” 

NAME 

COMPANY 


SS STREET 
THIS IS ARIEL BOND, 20 LB CITY ZONE STATE 








How Sales Promotion 
Sells Supermarket Space 


It takes careful planning to get your fair share of supermarket dis- 
play space, and to get a little more takes a lot more effort. A Scott 
Paper executive tells of some of his company’s successes. 


By Richard B. Dingfelder 
Market Development Manager 
Scott Paper Co 

Chester, Pa 


Our line of consumer products, 
sold through grocery channels, con- 
sists of Waldorf, ScotTissue, and 
Soft-Weve toilet tissues; Scotties fa- 
cial tissues; Cut-Rite wax and our 
new Wonder Wrap plastic food 
wraps; Scotkins and Scott Family 
Napkins; ScotTowels; and Confidets, 
our new sanitary napkin currently 
in test markets. 

These products are highly re- 
sponsive to display. Impulse buying 
accounts for slightly more than two- 
thirds of the sale of these items. Ob- 
viously, Scott and other manufac- 
turers of household paper products 
attempt to get increased sales and 
market position by securing prom- 
inent off-the-shelf display, tie-in 
advertising, and special pricing fea- 
ture support from grocery outlets. 


> Our promotion problem, then, is 
the attainment of this customer co- 
operation at costs we can afford. The 
realization of this objective is fur- 
ther complicated by the pressure for 
space in the average supermarket. 
This pressure comes from two forces 

new products and new attitudes of 
grocery outlets and suppliers toward 
reimbursement and method of re- 
imbursement of the grocery opera- 


tor for his merchandising coopera- 
tion. 

New products and new lines of 
products have more than doubled 
the 2,000 to 3,000 items carried in a 
supermarket in the past 10 years. 
Gondola ends and other “choice” 
display areas in the stores have been 
tied up in permanent display posi- 
tions for non-foods, health and 
beauty aids, new grocery products, 
magazines, even grass seed and an- 
ti-freeze. 

The new attitudes toward com- 
pensating the trade for their cooper- 
ation are evidenced by the countless 
deals and purchase arrangements for 
display and advertising space that 
have been tried. Reciprocal agree- 
ments, also known as Exchange Fa- 
cilities Agreements, among media, 
advertisers, and food store opera- 
tors where display space in cooper- 
ating retail stores was assured to the 
advertiser in a given medium and 
where free advertising in the same 
medium was the grocer’s reward, 
are one typical example. Outright 
rental, free goods, and similar trade 
deals are others. 

I am sure you have the picture 
that unpaid support of a product 
despite strong advertising and sell- 
ing programs was difficult if not 
impossible to come by in many in- 
stances. 


> Our job was to find an effective 


but economical form of “promotion” 
that would prompt customer coop- 
eration in promoting our line of 
products in a spectacular manner. 
We explored a myriad of possibili- 
ties, including the exchange facilities 
arrangements among _ advertising 
media, advertiser, and grocer; space 
rental, promotion allowances, and 
the like. We also arrived at the same 
answer in each case—high cost, high 
risk, and questionable results. But 
something had to be done to protect 
our position and advance our inter- 
est 

A hypothesis was developed along 
the line that a service that could 
contribute to the grocer’s over-all 
interest would enable us to seek and 
get his all-out cooperation. Several 
of our promotion people felt they 
had found the answer. They rea- 
soned that everyone in the food field 
was constantly searching for mer- 
chandising ideas that would set 
them apart from their competition in 
image as well as earnings. They fur- 
ther concluded that “customer” ori- 
ented merchandising ideas and sup- 
porting in-store themes with all of 
the necessary supporting materials 
to carry out the idea in the store 
was the answer. 

This is how the storewide point- 
of-sale program began its role as the 
backbone of our merchandising pro- 
gram nearly five years ago. It has, in 
this period of time, proved its ability 
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BEAUTIFUL, LASTING 
Lamiuated Sigus 


GOOD FOR YOUR BUSINESS! 


Using either specially prepared art, or existing 
inserts furnished by you-—-Enameloid's long 
lasting, metal-and-plastic laminations are first 


rate salesmen—and good for YOUR business! 


Write for complete specifications and prices 


SIGN & DISPLAY CO. 
140 PEACH ST. READING, PA. 
PHONE FR 6-2917 


Prefabricated displays 
of incredibly easy 
assembly, versatility 
and exceptional custom 
styling all at mass 

production prices 


For more information send 
for our new ‘‘Wizard’’ H-Frame 
catalog and spec sheets 


DISPLAY INC. 
Dept. AR 


3011 Third Ave. So 


at 


es Minneapolis, Minn 
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to get feature support in advertising, 
pricing, and the all-important dis- 
play at unbelievably attractive costs 
on our entire line of products 


> The tie-in advertising we get is fai 
more than we could expect from a 
normal co-op allowance. As for dis- 
play space, a typical unit covers 
slightly more than 100 square feet; 
delivered $4,000 gross sales with $800 
gross profit; at an operating cost to 
the grocer of $300; for the approxi- 
mate cost to us of $15 in display ma- 
terial. We think this is pretty pro- 
ductive “promotion money.” 

We believe that several of these 
all-out promotions on our line are 
more productive in sales and impact 
than a series of individual efforts on 
each brand. Continuing appraisals 
and analyses indicate that promo- 
tion of our line on storewide pro- 
grams will generate greater returns 
for Scott and the cooperating cus- 
tomer than brand efforts, 
product by product. We have com- 
pared 


single 


have observed 
that branches promoting our prod- 


results and 


ucts as a line post larger gains than 
those utilizing the 
approach. 


single product 


» Each of the storewide programs 
has three basic components: 


1. A customer oriented merchan- 
dising idea expressed as a theme 


2. A point-of-sale unit 
that symbolizes the message or idea 
transmitted in the theme 


dominant 


3. A complete package of supple- 
mentary printed material that helps 
establish the symbol 


throughout the store and in the gro- 


theme and 
cel ’s ad 


Our promotions have gone through 
three phases in recent years. 

The first category might be called 
“Vehicular,” and it included promo- 
tions with titles like these: 


World of Color 
Products in color, 
piled high in end 

displays, are topped 
by colorful 
corrugated globes. 


Trainload 
Company’s Coming 
Red Hot Specials 
Shopping Safari 
Showboat of Values 


This category is characterized by 
the use of self-contained vehicles 
Our Scott shipping cases provide all 
of the necessary construction and 
printed litho stock is merely affixed 
to the cases to obtain the desired 
effect. These were our early efforts 
and we sought dominant aisle or 
store front position through the use 
of the vehicular approach. The unit 
was not adaptable to ends. There 
were no _ point-of-sale extras, no 
other than the 
main unit and a mat service. 


store decorations, 


> We next moved into a series called 
“Paper Promotion” which included 
the following events: 


Mix or Match Bathroom Colors 
Scott Paper Caper 

Tote’m Home in Color 

Best Bathroom Buys 


This second category was intro- 
duced to get support for our prod- 
ucts, then being introduced in color; 
and because we were not completely 
sure that the seemingly altruistic 
customer-oriented 
commercially right. 


approach was 


These programs were conceived, 
themed, and designed accordingly. I 
might add that their use was also 
restricted by comparison with the 
customer oriented programs. 


> Our present approach evolved two 
years ago, and has included these 
among its names: 


Shop Modern & Save 
Your Wishes Come True 
There’s Magic in Saving 
The Sky’s the Limit 
Reach for the Stars 
Jumbo Value Parade 
Winter White Sale 





Eye-Catcher .. . This diecut totem pole 
served as the theme for another many- 


product promotion of colored papers 


® Wonderland of Values 
® Celebration Time 
@ Anniversary Sale 


Each of the newer themes is sup- 
ported by a spectacular point-of- 
sale unit and a complete assortment 
of decorative materials. Neither 
Scott nor the device (train, boat, 
etc.) are featured in the themes. 
Each of these themes was designed 
to further the personality-building 
objectives of the grocer while it es- 
tablishes responsive 
in the consumer’s mind. 

The spectaculars serve to sym- 
bolize the theme and act as the cen- 
ter of interest in the store. These 
units also are not restrictive in 
terms of where or how they can be 
used. Obviously, most of the sup- 
plementary printed matter 
the end of decorating the 
store. 


a festive, mood 


serves 
entire 


> The storewide point-of-sale pro- 
gram thus composed is and has been 
our primary tool in securing key 
customer support at affordable costs. 
Other devices like our co-op allow- 
ance, consumer incentives, or trade 
incentives are used strategically as 
overlays on this basic effort. We run 
a series of “Everybody’s Doing It” 
ads and “record-breaking — sale” 
publicity programs to further in- 
crease the number of customers who 
extend us this difficult-to-get mer- 
chandising cooperation. 

Our experience to date with this 
storewide point-of-sale program has 
been most encouraging. In 1958, 60 
of the top 10 customers in each of 
our 16 sales divisions extended this 
feature support of our line at least 
once. In 1959, 88 of this group co- 
operated. And our objective in 1960 
is one “all-out” effort from each 
customer in this important group at 
least once during the year. 44 


ea 
_the \atest 
‘addition to 
our family 
of quality 
products 


DRI-MARK .. 
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MEYERCORD 
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A a K FILMS 


. is Meyercord’s newly perfected, custom-processed 
line of PRESSURE SENSITIVE signs and trade marks developed specifically 
for the requirements of durable Truck Signs, Window Signs, Nameplates, 
and Product Markings for indoor and outdoor use on both light and heavy 
equipment. These startling new films include: 


OMPANY, ATHENS, TENNESSEE, U.S 


stir 


DRI-MARK 


CAL 


DRI-MARK 


VINYL ——~-« 


DRI-MARK 


UTD00R PAPER ——— » 


DRI-MARK 


MIRRO-cac ——" x 


Chrome-bright mirrorized 
film (1 mil and 3 mil) 


DRI-MARK 


MIRRO-cat 42 » 


A mirrorized vinyl Mylar* laminate 


DRI-MARK 


*A DuPont polyester film 
(1 mil and 3 mil) 


Hae 


These high tensile strength PRESSURE SENSI- 
TIVE films and laminates give the greatest pos- 
sible latitude and flexibility to the Meyercord line 
of products, adaptable to all of your sign needs. 

DRI-MARK Decals are processed with Meyer- 
cord’s own exclusive PRESSURE SENSITIVE ad- 
hesive—another development of the firm that for 
64 years has maintained the world’s undisputed 
leadership in development and production of 
Decal products. 

Meyercord’s in-plant Research, Art, Production 
and Service facilities assure the most careful proc- 
essing and quality control. Remember, when it's 
DRI-MARK it’s MEYERCORD! 


with MEYERCORD 


COLOR GARD 70 


Now... all Meyercord DRI-MARK films are protected by 
COLORGARD 70. . . Meyercord’s exclusive laboratory- 
developed and perfected clear top coat—the toughest, most 
durable coat yet produced for the Decal and transferable 
film industry. Thoroughly tested! 

Two years in actual use! 


Whatever your sign needs, you owe it to yourself to 
investigate Meyercord’s complete line of products. Our 
factory trained representatives will be glad to assist you 
in selecting markings for any particular requirement. 


the MEYERCORD co. 


Dept. K-207, 5323 West Lake Street, Chicago 44, Illinois 


ELE 
RU 


Panu 

a eh] 

aC Tae 
Gr ba 


City 


Name____ 


THE MEYERCORD CO. 
Dept. K-207, 5323 West Lake Street, Chicago 44, Illinois 
We are interested in the following: (please check) 

C) Point-of-Sale signs 

(J Truck signs and lettering 


] Nameplates and product markings 
C} (others)_ 


Firm Name 
Address 


on 7 ___.Zone___ State 
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TWIN PINES 
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Series of Posters . . 
Ire 3H na lid } t 


trik ing 


ackground 


but simple 


using 


outdoor fF Each 


pitched t ea 


sters 


was used f 


flat, bright color 


A Detroit dairy has made its name 


a household word with a series of institutional 


outdoor posters which say little, tell a lot. 


By Haviland F. Reves 
A low-cost outdoor advertising 
program has been a key factor in 
the creation of a friendly personal- 
ity image Twin Farm 
Dairy. This independent has come 
from 20th ago 
to first position in home milk deliv- 
ery in the intensely competitive De- 
troit dairy market. It cannot all be 
attributed to advertising, of course 

but it has certainly helped 


for Pines 


position some years 


Twin Pines is an employe-owned 
operation—the owners are the milk- 
men themselves—the man _ who 
comes to Mrs. Consumer’s side doo1 
with own product to deliver. 
This means the advantage of contin- 
uous first hand consumer research 
available directly to the top men in 
the business. These milkmen, repre- 
sented by their 43-man board, di- 
rectly review and approve the basic 
advertising program, running 
round $300,000 a year. 


his 


a- 
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> The thinking back of Twin Pines 
promotional activity for years has 
recognized a fairly uniform quality 
in the product itself. Within a given 
market area, the milk offered by 
one company not differ sub- 
stantially from that which its com- 
petitors are selling. So the product 
in itself offers little scope for indi- 
vidualized creative advertising. The 
emphasis, it is 
the 


does 


be 
in- 


realized, 
the 


must 


upon company, 


brand, 
stead. 

This has been done over the years 
in various ways and through many 
media. Luckoff and Wayburn was 
appointed advertising agent for Twin 
Pines in 1946 and has developed the 
consistent theme of a friendly in- 
stitutional personality. The person- 
alized ownership of the company 
has been helpful, course. The 
public has been given the message 
that the man who up the 
walk with the customer’s milk is 
one of the owners. But this aspect 


of 


comes 


r 


a 


single month, and many of them were 


nal themes 


has not been stressed unduly 

The review of a year’s outdoo: 
advertising program shows not a 
copy devoted to the em- 
ploye-owner theme. The emphasis 
is basically upon a 
pleasing 


word of 


and 
cartoon image, suggesting 
a customer or 


pleased 


theme related 

products. It is the in- 
use of this smiling coun- 
tenance to establish the friend- 
ly image that is the distinctive 
backbone of Twin Pines advertis- 
ing. 


some 
to dairy 


genious 


> Outdoor advertising has been used 
since 1954, but the friendly dairy 
theme dates considerably further 
back. Radio, television, and news- 
papers have been used for years, 
and each continues to carry an im- 
portant part of the total message 
Basically these media are used to 
carry a_ specific and temporary 
product message to sell cottage 
cheese in Lent, for instance. But for 
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the TAPE 
that gets 


displays up 
easy-as-pie! 


: alia as Peacabe 


. ca 
ey t 


kleen-stik’ ) [i * I na § TIK 


2-Sided (Pressure -Cernaélirv-e Tape 


RECIPE for dealer preference for your P.O.P. material: design and pro- 
duce the most attractive displays possible... tie them in with a powerful 
national promotion . . . then add DUBL-STIK to guarantee they'll get up! 
... DUBL-STIK is the double-sided self-sticking tape—a thin, tough film 
coated on both sides with extra-strong KLEEN-STIK adhesive. Easily ap- 
plied by hand or automatic applicator, it bonds instantly to practically any 
material ... holds up even relatively heavy displays. 


Double the Pressure-Sensitive Benefits of KLEEN-STIK! 


® Needs no water, glue, tacks, staples, etc. ® Waterproof and invisible when applied. 


® Easy to put up — just apply tape, peel ® Resists temperature changes from —20° 
off backing, press in place. to 220°F. 


Excludiue “Finger-Flip"’ Edge 


for Fast, Easy Application | 


24¢d@ for samples and information on DUBL-STIK 
and other Kleen-Stik pressure-sensitive products. 


7300 W. Wilson Ave. ® Chicago 31, Ill. 
Plants in Chicago, Newark, Los Angeles, and Toronto, Canada 


OVER 25 YEARS OF PRESSURE-SENSITIVE LEADERSHIP! 
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institutional 
sage, the 24-sheet is used. 


the long-range mes- 

‘This simply repeats the name of 
the dairy and the product over and 
Dean William 
vice-president of Detroit 
Advertising Agency, which has 
packaged the campaign to make it 
available to dairies in other market 


ovel avgaln, Says 


Roa h, 


areas. “The object is to tell visually, 
man, woman, and child in 
the community who we are and 


every 
what we sell and to tell them every 


day. 


This is purposely not direct prod- 
uct selling. Twin Pines does not ex- 
pect customers to call in and order 
milk delivery as the direct result of 
such a_ background-building pro- 
As John Stewart, president 
of the dairy, put it, the aim is to 
build 
our neighborhood will say ‘yes’ if 
our milkman gets to the door before 
anybody else’s.”’ 

Yet the dairy 1,500 
homes a year simply through cus- 
tome! 


vram 


goodwill “so newcomers in 


adds some 


calls without previous per- 
sonal solicitation. Even more effec- 
tive is the function of this program, 
not in stimulating such immediate 
decisions-to-buy, but in making it 
when the 
milkman first calls. Personal home 


easy to open the doo1 


solicitation is important in the dairy 
business 


> Outdoor proved to be a medium 
especially adaptable to the needs of 
this long-term program for several 


reasons 


1. A strong outdoor program of- 
fered important competitive advan- 
tages. In the other organized media, 
chiefly local television and radio 
and newspapers, the typical large 
dairy tends to be well entrenched. 
The outdoor field had been relative- 
ly overlooked. This offered the op- 
portunity for a newcomer in this 
field of advertising to dominate the 
medium, and create a mass impact 
upon the public consciousness. 


2. The visual nature of outdoor ad- 
vertising in itself offered the oppor- 
tunity to create a large size presen- 
tation of the message, using effec- 
tive combination of art and text 

the latter held to a minimum. This 
served to build the idea of brand 
prestige among the 


most casual 


passersby. 


3. Low cost of outdoor in itself is 
an outstanding advantage. In the 
dairy market, with intense com- 
petition in price and other areas, 
this becomes of great importance. 
According to the agency, outdoor 
is delivering the message to 1,000 
people for a cost of about 12¢. 
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4. The availability of full color in 
outdoor made it especially appeal- 
ing to the dairy. Other media, such 
as television or newspapers, offered 
color only at_ prohibitive cost, 
whereas it is a natural part of the 
medium in outdoor. 


S. Repetition of the message is 
achieved through outdoor, through 
its inescapable impact for about 18 
hours a day upon everyone—and 
that literally means the whole fam- 
ily, all of them potential consumers 

who moves through the commu- 
nity. This 


adequate 


requires of course an 
number’ of showings 
throughout the market area. 


>In the actual design of the out- 
door panels, creative thinking and 
outstanding artists have played 
prominent parts. They have won 
awards in every contests in which 
they have been entered—from both 
the New York and Chicago Art 
Directors’ Clubs, Milk Foundation, 
first place several years in a row 
in the Outdoor Advertising Assn. 
Dairy Division. 

The very first panel to appear 
was a prize-winner—in the Detroit 
Art Directors’ competition. This one 
was different—the name of the 
brand did not appear, making it a 
teaser in form. It bore the image 
of Milky, the clown made familiar 
in the area from television and in 
personal appearances. Text was 
confined to two elements—“Milky” 
and “What Are the Magic Words?” 
This teasing question was the fa- 


Boating ’n Banking... 


Bank Uses Real Boat 
On Boat Loan Sign 


By Virginia Patton 


Billboards attract attention and 
make suggestions. What better way 
to suggest something than by pre- 
senting the real object right on the 
billboard? 

That theory was proven recently 
by the immense success of a novel 


Boat and a Billboard 

. Real product on 
outdoor sign was new 
idea by Foster and 
Kleiser, San Diego, to 
promote boat loans 
for First National 
Trust and Savings 
Bank, San Diego. 


miliar one used by the clown to 
perform his magic tricks. A follow- 
up board gave the answer for those 
in the area who did not make 
identification with the phrase. The 
answer of course is “Twin Pines 
Milk.” 

In recent outdoor boards, the 
emphasis has been upon the smil- 
ing consumer or animal, and the 
brand name—often 
the word milk or dairy, just the 
well-known “Twin Pines,’ usual- 
ly accompanied by a very brief text 
suggestion of quality, appeal or a 
specialty product. A 
suggests “Mine’s Twin 
grinning pussycat 
“mmmmm—”. A _ reclining snow- 
man in January suggests choco- 
late milk. Some are seasonal—a 
modern Santa in December says 
“It’s Twin Pines egg nog.” Ani- 
mals are neatly worked in—a 
jumping rabbit in April says “Gives 
you spring.” 


even without 


purple cow 
Pines.” A 
Says just 


’ The entire basic program has 
been packaged for use in the dairy 
industry generally, after its 
thorough and _= successful testing 
period by Twin Pines. With the 
same artwork, the name of an- 
other dairy is substituted, at about 
half the production cost. The pro- 
gram has been proved flexible to 
meet varying needs—from those of 
the largest home delivery dairy in 
a major metropolitan market to the 
small town dairy using only one or 
two boards. And it even has been 
used in French up in Canada. 44 


billboard campaign in San Diego. 
The boards used in the campaign 
simply said, “Low cost loans. . 
boats—motors.” But suspended from 
each billboard was a very real boat 
and motor. 


> Recognizing that boating today is 
one of the most popular recreations 
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Send For New Demonstration Sheets—Offset and Letterpress 


Stronger, more rigid, Falpaco’s improved brighter-white coated blanks 


give you a printing surface that means less waste, less makeready, less drying time, 


less down time on your production of calendars, car cards, point of purchase displays, ete. 
and, above all, superior color and black and white reproduction. 


See for yourself ... Ask your paper merchant or mail this coupon today. 


FALULAH PAPER COMPANY wi 
500 FIFTH AVENUE, NEW YORK 36, NEW YORK + MILLS: FITCHBURG, MASS. 


FIRM NAME 
Please rush samples of your Improved 


Falpaco Brighter-White Coated Blank 


ADDRESS 


city. 
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t CUSTOM-MADE 
ell ¢ MUCH LESS MONEY! 


Vv 
k 


mponents to fit 
your space requirements and 
budget 
All parts can be assembled 


in minutes without tools 


next display a distinctive treat- 
ment ersonalize it with such FLEX-SHO 


components as 
Translite Boxes 
Cabinets with 
Sliding Doors 

Woodslat Drapes i 

Extra Insert Panels 


Planters 
Header Panels 


Shelves 
Send for illustrated brochure 


ew” 


HARTWIG DISPLAYS 


Milwaukee 
1325 N. Van Buren St. 
Chicago 
3646 N. Broadway 


IDEAS by the 
boxful ! 


“I keep in my desk a boxful of clip- 
pings from Advertising Age,” writes an 
advertising manager. “It is my idea-file, 
and I dip into it often when in need of 
inspiration.” Advertising Age, The Na 
tional Newspaper of Marketing, is the 
world’s most widely read journal dealing 
with advertising and selling. One year’s 
subscription 52 idea-packed issues — 
only $3, which is less than 6c per week. 
Mail coupon below for trial. Money back 
guarantee. 


ADVERTISING AGE 200 E. Illinois St. Chicago 
Enter my l-year (52 issues) trial order for only 
$3. I must be satisfied or my money back 


NAME . 
COMPANY 
STREET 
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in the United States, First Na- 
tional Trust and Savings Bank of 
San Diego announced a new plan to 
finance new and used boats, motors 
and trailers. Newspaper advertise- 
ments were used to publicize’ the 
plan but something more spectacu- 
With the aid of 
from 


lar was desired. 
Foster and 
the billboard idea de- 


representatives 
Kleiser Co., 
veloped 

The 13x43’ boards were located 
on U.S. Highways 80 and 101, the 
most heavily traveled freeways to 
the beach and bay areas. On each 
of the outdoor signs a 14’ Lone Star 
outboard motorboat weighing 520 
pounds was suspended by a special 
cradle. A 135-pound Evinrude mo- 
tor was attached to the boat and 
secured by Floodlights at 
night helped to catch the passing 
motorist’s eye. 


chains. 


>’ Soon after the production was 
completed and results were proving 
adventurous 
should have a 
motor without the process of a loan. 
One morning the motor was dis- 
covered missing from the billboard, 
but the method by which it was 
removed remains a mystery. 

The thief evidently had an attack 
of conscience for two days later the 
motor was found in a bank parking 
lot. He should have read the bill- 
board more carefully, however, be- 
cause he left it at the wrong bank. 


it worthwhile, some 


person decided he 


> The result of the advertising has 
been a huge increase in applicants 
for boat and motor loans. Although 
the newspaper advertisements should 
not be discounted, it is the general 
opinion of the bank’s advertising 
staff that the ‘real object’ caught the 
most attention 44 


Morgan Introduces Two 
Outdoor Ad Aids 


Two new products for outdoor ad- 
vertising display purposes have been 
developed by the Morgan Adhesives 
Co. 


© Maglo . a pre-dried paint with 
adhesive backing, the new product 
is a uniform film of fluorescent color 
with an backing sand- 
wiched between two protective lay- 
ers of paper. To apply it, the user 
just cuts the sheet of pre-dried paint 
to fit the desired area and presses it 
into place; then peels off the top 
protective coat. It will adhere to 
most smooth surfaces such as chro- 
mium, aluminum, stainless steel, 
porcelain enamel, dimensionally 
stable plastics, and wood if it is 


adhesive 


well-painted. Advantages for Maglo 
include the elimination of the paint 
brush method and imperfect appli- 
cations of fluorescent color. Morgan 
reports the material will retain its 
original color brilliance for approx- 
imately two years. Sheet sizes are 
24x36”. 


© Lamar this printstock is a 
contraction of laminated vinyl and 
metallized Mylar. It is designed so 
that a die can cut through the Myla 
and vinyl but will not cut the easy 
release backing which protects the 
self-adhesive. Lamar is available in 
silver or gold color. Sheet sizes are 
27x36”. 


Complete information can be ob- 
tained from Morgan Adhesives Co., 
Stow, Ohio. 44 


Plastic Plaque Ideas 
Detailed by Balantyne 


Permanent display plaques from 
processed photos, publication cov- 
ers, certificates, etc., are described 
in a detailed folder from Balantyne 
Internationale Mfg. Corp., Chicago 

The plaques are available in two 
qualities using background mate- 
rials of walnut, mahogany, birch, 
etc., or of heavy grained papers. 

Both types of plastic plaques are 
accomplished by use of hydraulic 
laminating presses using high heat 
and tremendous pressures to fuse 
the customer-furnished print under 
clear plastic to a hard background. 
The finished plaque permanently 
seals the print from dust, moisture, 
air, discoloration, etc 


. for more details circle 625, page 135 


Summer Display 
Ideas Shown 


A large variety of summer items 
for window and store display use 
are illustrated in the newest Garri- 
son-Wagner catalog. 

Display materials include novelty 
flower and foliage pieces, planters, 
hanging wire baskets, flower hedges, 
birds, butterflies and backgrounds 
for beach wear, ete. 

Also included are a variety of 
special department posters, plaques, 
and printed corrugated 
backgrounds. 

Complete kits include “Sew and 
Save” promotion materials, and a 
nautical theme. All materials shown 
in the catalog are fully described 
and price-listed. 

Copies are available from Garri- 
son-Wagner Co., 2018 Washington 
Av., St. Louis 3. 44 
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International Paper’s Ticonderoga Offset has a 
smooth, level surface for top press performance 


(and its handling ease saves time and money) wen race » 





What you should know about TICONDEROGA OFFSET 


—a leading member of International Paper’s first family of fine papers. 


cuts costs and insures handling ease 
Eliminate S pampering I iC onde roga Off- 
set is ideal for brochures, travel folders 


book jac kets programs, menus, ¢ at ilogs, 
International Paper's Ticonderoga Off or inserts. 


set is surface-sized. Its smooth, level fin- 


, | AICONDEROGA Offset is ideal for con- 


weights and 7 finishes. It is now available 
sistent high-quality printing. It has 


in a new white top polyethylene carton 


earned its name, workhorse of the offset to insure better moisture control during 


printing industry delivery and storage. 


Ask your pape merchant for informa- 
tion about Ticonderoga Offset and the 
other printing grades in International 


Paper's first family of fine papers. 


This multi-use offset printing paper 


ish assures uninterrupted press runs now comes in 10 standard sizes. From 


Chis depe ndable press performance $1” x 11” to 42” x 58”. Choose from 5 


INTERNATIONAL PAPER 


FINE PAPER DIV IN « NEW YORK 17,N.Y 





Ganged Output 
out of a two 


~ Planning Permits 


Gale to Compete 


with the Giants 


Two catalogs and a window streamer came 
sheet run. Streamer measures 23%’ across 


It takes thinking-through to come up with a full- 
color brochure on a one-color budget. 


By W. R. Parker 
Advertising Manager 
Gale Products 


Galesburg, III 


Perhaps the most effective tool 
for selling considered purchase or 
“big ticket” merchandise is the full 
line brochure in color. In a busi- 
ness such as ours—outboard mo- 


tors—the glamorous brochure is 
the major sales tool. 

Prospective buyers collect them 
either by mailing ad coupons to the 
manufacturers or by picking them 
up at shows or in dealers’ show- 
rooms. The outboarding novice o1 
hard-bitten enthusiast literally 


dotes upon the brochures. Only a 


Proof Sheets These tw 


was printed 1 a tawny wove stock, and 


heets handled all three items. Text 


was interleaved with 


sports car “addict” is likely to study 
sales literature more _ intently. 
Having digested the information, 
the prospect decides which of the 
several outboards he has_ been 
studying merits further investiga- 
tion. Then off he goes on a shop- 
ping spree. Quite possibly he may 
have studied brochures from every 
one of the eight major producers 
but he is not likely to contact more 
than three or four of their dealers 
at the most. 
How does he 
eliminate 
further? 


decide which to 
which to investigate 


> The enthusiast is the hard core 
of outright outboard devotees. He 


full-color work on 


will be governed by the relative 
merits of technical data in what he 
has read. This type, however, is 
now very much in the minority. 
The incredible growth of recrea- 
tional boating in recent years has 
created a vast army of outboard 
prospects who know and care little 
about technical details. Such pros- 
pects are heavily influenced by ap- 
pearances. Frequently, the more 
elaborate the brochure, the more 
likely they are to conclude that it 
represents the outboard line of 
greatest merit—and acceptability. 
That simplifies everything. Just 
outglamorize all competition in your 
brochures and you'll lead all other 
outboards like Abou Ben Adhem 
“led all the rest” in Mr. Leigh Hunt’s 
poem. Simple in theory, but astro- 
nomical in cost! Even the 
maker of outboards 
would shudder to think of the prob- 


most 
prosperous 


PT lean 


oo | 


second sheet. Both were work-and-turn to cut 


down makeready costs. 
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Beta 
€ ART SERVICE 


There are many clip art catalogs available, 
but ONLY ONE complete art and layout 
service. Ideas alone in each monthly issue 
are worth many times the small cost. From 
the smallest printers to the largest concern: 
such as Prudential, General Motors, etc. have 
been Clipper subscribers for many years. 
2 mailing will 


gee 
[7 bring you — 


Free ove 


The Complete Current Issue 


to cover cost 
of packing and 


single current issues normally sell for $20.00. 
The complete issue, yours to use, can make 
you hundreds of extra dollars! In addition to 
the current issue you will receive an unusual, 
attractive, introductory offer. No obligation. 
No salesman. Attach one dollar to letterhead 
and mail today to Multi-Ad Services, Inc., 
126 Walnut Street, Peoria, Illinois. 


TABLOIDS 


Dealer Imprinting 
Our Specialty 


Any Amount — As Required 
ALSO — MAGAZINES, CATALOGS, 
FOLDERS 


SERSEN’S IMPRINTING 


120 So. Sangamon Street 
Phone: CH 3-2050 Chicago 7, Ill. 


Promotion Men! 


it type 


IN SECONDS! 


usands of art 

ters, editors, stu- 
the Haberule 
ter world’s 

st, most ae 
Only 


urate 


$10 at 


tores or direct 


ney-t 


HABERULE 


Box AR 245, Wilton, Conn 


DRILL OUTDOOR SIGNS 
SATIN WALL BANNERS 


PENNANTS, ETC. 


FOR THE RIGHT 
THE RIGHT MATERIAL 
WRITE SUITE: 
PEOPLES-MERCHANTS 


esign 


DESIGN 
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ndustries, inc. 


MASSILLON, OniO 


POINT*OF*SALES SPECIALISTS 


Ever buy cut-out letters? 
Then see AR for July. 


SOKO OOD 


SO 
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| 


able outlay for that kind of adver- 
tising Donnybrook. 

Well then, what about the maker 
of outboards who is not the biggest? 
This 
Gale 
brochure 
little bit 
up with 


is the problem we faced at 
Products: How to produce a 
that would do at least a 
more than merely “keep 
the Joneses” and do it at 
a cost we could afford. 


> We laid the problem squarely in 
front of our advertising agency, Er- 
win Wasey, Ruthrauff & Ryan Inc., 
Chicago, point: the 
need for producing a prestige bro- 


stressing one 
chure on a budget! 

Preliminary meetings the 
agency's account team headed by 
Vice President Hilliard Graham and 
including Account Executive Den- 
nis Beaumont, Art Director Lewis 
Hellwig and John H. McComb, vice 
president and agency production 
director, pinpointed the problem. To 
wit: capture on paper a representa- 
tion of Gale Products’ expanded line 
of outboard colorful, 
appealing and intriguing fashion... 
but, at a modest cost. 


with 


motors in a 


> The final result is a distinctive 
brochure which perhaps gains by 
not being 100°, full color, yet which 
costs considerably less to produce. 
It concedes nothing to any of its 
competitors in richness of appear- 
ance. It is lavishly illustrated with 
full color portrayals of all our 1960 
models, each surrounded by 
illustrations which, we believe, put 
plenty of glamor and romance into 
all Gale motors in action. 


one 


Leafing through the brochure, you 
can’t help feeling that no expense 
has been spared to make it a stand- 
out. Actually this opulent appear- 
ance is the result of utmost 
care and skill in planning and pro- 
uction than reckless spending. Aside 
from its majestic black-on-gold 
cover, less than half its pages are in 
full color. Still, the impression left 
with the reader is full 
throughout. 


more 


color 


> This illusion is partly due to the 
fact that the “black and white” 
pages are really black on a rich 
tawny textured paper interleaved 
with the full color pages. The full 
color impression is intensified by 
cutting the black-and-tan pages 
158” narrower than the others so 
that a multi-colored strip is al- 
ways visible. This not only provides 
full-color impact for non-color 
pages but also adds a page-to-page 
variety of appearance’ which 
uniquely enhances the _ over-all 
effect. 

That, however, is only one of the 
sizeable economies effected by ex- 


Bonus Insert This four-page busi 


ness magazine insert used 


some of the 
color separations from brochure 


pert planning and _ production. It 
originally planned to print 
250,000 of the “prestige” brochures 
described above (634x11” trim 
size) with 500,000 of a smaller ver- 
sion 


was 


(314x6” trim size) employing 
the same pictorial material. By in- 
creasing sheet size to full 52x76” 
it was possible to run an additional 
160,000 of the miniatures at a cost 
of just over two cents apiece. 
Moreover, careful figuring re- 
vealed that there was still a size- 
able vacancy left on the sheet. So 
window streamers were designed 
to fit the space and 80,000 were run 
off along with the brochures at 
basically the cost of plates alone. 
The same positives were also em- 
ployed in 
insert 


producing a four-color 
for business magazines. The 
only costs were for paper and plate 
making. 

> Behind this achievement lies 
many weeks of expert planning and 
careful supervision by EWR&R’s 
production team. The photography 
alone was a month-long project. 
Product photographs were shot over 
a two-week period from four dif- 
ferent angles in both black and 
white and color by Wesley Bowman 
Studios, Chicago. 

The action photography, demand- 
ing unusual skill and 
possessed by only a handful of 
photographers in the nation, was 
assigned to John Gottinger, Fond 
du Lac, Wis. A crew of 10 including 
photographers, assistants, prop men, 
and company and agency repre- 
sentatives were required on loca- 
tion at Orlando, Fla., for two weeks 
to secure the necessary pictures. 
Two dozen models were hired as 
needed locally, primarily to insure 
realism. 

The printer was Moebius Printing 
Co., Milwaukee, and the engraver 
was Krus Engraving Co., also of 
Milwaukee. The four-color portion 
of both the prestige brochure and 
the miniature brochure’ were 
printed on a 52x76” four-color Har- 
ris offset press on Beckett Hi- 


experience 





GILBERT 
CUT-SIZE 


PAPERS with Easy-Opening Reusable Cartons... 


Gilbert cut-size business papers, either boxed or ream wrapped, now are pack- 
aged in a new carton. This handsomely printed easy-opening carton, containing 
ten reams, is readily reusable. The telescope top has spot glued flaps—just enough 
to hold securely during shipment to you. You can then open these flaps, remove 
the paper for printing, and repack in the same carton for shipment or storage. The 
telescope top has a further advantage. When sealed at the mill, it allows adjustment 
so that the cockle finish is protected. You'll like, too, the new flip-top box used for 
the Gilbert boxed line. It makes it so easy to remove just the required amount of 
paper. Ask your Gilbert Paper Merchant about Gilbert quality papers. 


GILBERT PAPER COMPANY 
Menasha, Wisconsin 


GILBERT 


parte company 
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P & A has provided 


outstanding service to 
advertisers and advertising agencies 
since the turn of the century. 


PARTRIDGE & ANDERSON COMPANY 


712 Federal Street, Chicago 5—Phone HArrison 7-3732 


ELECTROTYPES, NICKELTYPES, PA TYPES, MATS, R.O.P. COLOR GLASS MATS 


THERMOSETTING MAT PATTERNS AND PLASTIC PRINTING PLATES 


Where do you get BETTER SERVICE than at P&A? 


Pick a Bonus Combination 


Here's a package deal that’s fit to be tied and wrapped for economy. 


Combine your insertions in any two—-or three—-of these public ations. 


* Advertising Requirements 
¢ Industrial Marketing 
* Advertising Age 

issued by Advertising Publications, Inc. 


By combining your total number of insertions 

you earn the best frequency discount for each. 

and the minimum rate-holder regulations apply 
lor maximum economy. 


Advertising Requirements 
200 E. Illinois St., Chicago 11 


ee ee covers all bases 


n ” es 
Bi a od 2 aE: ih oe ropes ar mretemeara* . Fhe 
. ' >. 
hitting coments 
of type experts who’ offer 
in down of 


/723 SO. WELLS ST., CHICAGO 7, iLL. 
PHONE: HArrison 7-8560 


‘SERVICE TYPOGRAPHERS INC. 
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I'm telling you, with this new quad- 

metal litho plate, instead of runs of 

$100,000 you can get runs up to 
$8,000,000! 


White 80-pound stock. It was run 
at 4,500 impressions per hour. 

The tan paper stock is 70-pound 
Hopper laid text supplied by Mc- 
Intosh Paper Co., Chicago. The tan 
section was printed on a 42x59” 
two-color Harris offset press at a 
one-color rate, 5,200 impressions per 
hour. 

The distinctive gold color was 
printed on Dill & Collins 100- 
pound offset enamel, black and 
white. There were two bumps or 
impressions of gold ink and one of 
black ink. 

The prestige brochure was bound 
and trimmed on a Sheridan multi- 
ple head stitcher. The miniature 
brochure was bound on a Rossback 
stitcher and trimmed on a Brackett! 
trimmer. 

It is interesting to note that both 
the four-color section and the black 
and white section on tan stock were 
printed in combination runs. The 
positives which were made and sep- 
arated from original copy for the 
large brochure were picked up for 
use on the small brochure. 

The business magazine 
were printed on a 41x59” Harris 
four-color offset press, 3,900 im- 
pressions per hour. The paper was 
a Mounty pinseal 80 pound offset 
stock, a product of Northwest Pa- 
per Co. 


inserts 


> Stretching a collateral budget ovei 
that much territory is indeed a pro- 
fessional accomplishment. It called 
for creativity and production know- 
how backed by years of experience; 
and EWR&R’s creative and produc- 
tion staff skillfully demonstrated 
that “stretching” the budget doesn’t 
mean weakening the quality. 44 





IT TAKES ONLY 7 SECONDS* 
TO LEARN HOW YOU CAN SAVE 
MONEY ON YOUR COLOR PRINTING! 


*Pick up your phone and see for vourself 


Quickest Way to Reach Anyone... . Anywhere! 


LOW COST 
LONG DISTANCE 
TELEPHONE 
SERVICE 


Wherever you are... 
we're as near as your phone! 


Distance need not keep you from enjoying the low-cost 
quality of full color Collotype printing. Your telephone gives 
speed to your words—Black Box translates your 

words into eye-catching printing. 

Whether you're 100 or 1,000 miles away 

you can be sure of the same careful attention that 

we give to a local account. 

CALL US COLLECT .. . Today!.. . learn about 

the economy and beauty of the only screenless printing 
method! . . . that’s Collotype! Unsurpassed for large sizes— 
up to 40” x 60”—and in quantities to 5,000. 


Poster, 14" x 28", used by over 1,000 
DISPLAYS @ POSTERS e TRANSLITES e AD BLOWUPS e PRESENTATIONS Independent telephone exchanges, 
is typical of full color printing done for the 
Telephone Advertising Institute 
one of many satisfied clients, 


BLACK BOX COLLOTYPE STUDIOS, Inc. ee. eee ee 


Color Black and White 
4840 W. BELMONT AVENUE, CHICAGO 41, ILL. © AVenue 3-0262 Blick Box Photography 
Bellevue, Wash Des Moines, la Los Angeles, Calif Roanoke, Va lease have a representative 
MAin 4- 0490 CHerry 4-2415 MAdison 4-6486 Diamond 4-3950 
in Seattle, Wash Rochester, N. Y 
. Detroit, Mich Massillon, Ohio GReenfield 3-0360 
Cincinnati, Ohio TUxedo 5-5551 TEmple 3-6015 . . ye 
GArfield 1-3545 : peree San Francisco, Callf 
Dallas, Tex Indianapolis, Ind Minneapolis, Minn oe 2 a 
tehall 2.75 Liberty 7-165 FEderal 6-6878 Sheboygan, Sc 
WHitehall 3-7573 y vee GLencourt 2-5982 
Denver, Colo Kansas City, Mo Pittsburgh, Pa. St. Louis, Mo 
AComa 2-5833 BAltimore 1-19 WAinut 1-4443 OLive 2-0202 
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Mie ed 


ERA RY ats 


do to consumers in dealers everywhere. 
The one and only P.O.P. medium 
that’s put UP and STAYS UP... 
Te ue tee 
Se ee 


Send for 


FREE IDEA BOOK 


No Charges for Sketches 


HOLLYWOOD BANNERS 


116 East 32nd Street New York 16, N.Y 
TELEPHONE: OR 9-4790 


YOURS: Outstanding 
Letterhead Design Port 
folio — created by the 
Advertising Design De- 
partment of world 

famous Pratt Institute - 
on Parsons King Cotton 
Business Papers. Write 

on your business letterhead 
for Portfolio Number 552 


BPorsons PAPER DIVISION 


MATIONAL VULCANIBED FIBRE CO. 


MOLYORE, MASSACHUSETTS 


ae ASL 


TOP a | VALANCES 


FOR 90 YEAR 


THE Oger Bus IN POINT-OF-PURCHASE ADVERTISING. 
NOW, ENT PRESSURE SENSITIVE (WATER- 
LESS) TYPES AND WATER APPLIED TYPES TOO. 


SOME SALES TERRITORIES OPEN-COMPLETE DESIGN SERVICE 


ae een 


ae NG) Tee) 17.1) atte 


AR's 
22,000 Circulation 


is Hand-Picked for 


Buying Power 


Nowhere else can you get such 
coverage, so carefully tailored 
and so precisely directed to 
buyers of advertising services, 


materials, equipment supplies. 


Get in AR! 


98 + GE « June 1960 


Dogo Mirilad 
MAWANAN 
PINEAPPLE DRINK 


Label on Foil .. . 
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A special adhesive made it easy for the printer of this foil label 


attach a bright and crisp looking credit label without running handling costs up 


Label on Foil... 


Printer Solves 
Sticky Problem 


By Mildred Weiler 


The search for a production short 
cut often ends like the bluebird 
story—in one’s own backyard. That’s 
where Gene Rison, Gene 
Rison & Associates, account execu- 
tive for the Lustour Corp., found 
his answer to a_ tipping-printing 
problem. 

Mr. Rison had 70,000 foil maga- 
zine inserts on which he wanted to 
affix a 3x4” printed label. The 
foil insert page was a full color press 
sheet of Libby’s pineapple labels. As 
the printer of the Libby foil inserts, 
Lustour Corp. wanted to affix a 
small white label to the foil insert 
and print its sales message on the 
white label. 


exactly 


> The idea presented both a time 
and cost problem in getting the 
small white labels pasted onto the 
foil inserts, and a printing problem. 
Copy on the white label had to be 
sharp and clear enough to attract 
attention against the strong colors 
of the foil insert. 

As every adman knows, the quick- 
est answer to the problem would be 
to use the pressure sensitized paper 
stocks which are about the only 
thing that will stick to foil. 


Mr. Rison considered these, but 
this meant an additional operation 
in pulling a second layer from the 
back of the label before sticking it 
onto the foil. It also presented a 
printing problem if he used the 
pressure label stock in 
rolls. The printing then would have 
to be from rubber plates and the 
quality would not be the standard 
Lustour required for the job. 

If printed on sheets the tipping-on 
cost would mount because of the 
two pieces of paper on back of the 
sheets that would have to be stripped 
off first. 


sensitized 


> Then began the search among 
suppliers and friends in other cities 
to determine if there was any other 
adhesive that could be used to affix 
labels to foil and if such labels 
could be printed by the offset meth- 
od. 

He found the answer at the U. S. 
Tape Corp., St. Louis, where they 
came across a relatively new metal 
label which has a new adhesive 
that can be affixed to foil, or to 
metal, simply by moistening the 
back of the label with water. This 
speeds up the tipping-on operation. 

In the Lustour Corp. job, Mr. 
Rison saved one-fourth of the tip- 





If You Buy Printing, 
You Will Want This Book 


“Craftsmanship in Gravure & Letterpress” describes and illustrates the service 
facilities of one of the most modern printing plants in the country for the pro- 
duction of labels, wraps, soft packs and other forms of packaging; and for the 
printing of annual reports, catalogs and all types of advertising. Included are 
beautiful color reproductions of famous national brand labels and wraps and 
a description of our unique Quality-Control Program. 


The book itself is a superb example of the graphic arts and should be in the 
hands of every buyer of printing. 


A limited number are available for general distribution. A copy will be sent 
to those who request it on their business letterhead. 


STRAWBERRY HiLL PRESS, Ine. 
23-02 49th Avenue, Long Island City 1, New York, N. Y. 
RAvenswood 9-1603 
PRINTERS FOR BIG BUSINESS 


Representatives in Baltimore, Cincinnati and St. Louis 





ping cost on every thousand labels 
affixed to the Libby foil insert. On 
an insertion of 70,000 pages this 
amounted to several hundred dol- 
lars savings 

In addition the labels 
could be printed in two colors by 
offset and controlled to meet the 
quality 


metallic 


standards required for the 
job 44 


Uses of Color Paper Told 
in Du Pont Publication 


has been issued by the Dyes and 
Chemicals Division, Organic Chem- 
icals Dept., E. I. du Pont de Nemours 
& Co. Ine 


The publication is part of a mar- 


‘Design and Color Paper, No. 2” 


keting program showing varied uses 
of colored papers. This issue of the 
publication is devoted to color 
photography and _ the _ four-colo: 
process 

Folio 1 shows a picture of labora- 
tory vessels. of dyestuffs 


printed on different colored papers, 


liquid 


slit so that color influences in the 

photograph are shown in contrast 

a top page will be red-toned, the 

bottom blue. The same technique is 

used on a factory photograph 
Folio 2 different 


effects 


shows 


colored papers can give, with a 
fashion shot by Richard Avedon. 
Here four versions of the same pic- 
ture are shown. These four im- 
pressions of the same plates were 
made with the same inks and under 
identical press conditions. Only the 
papers were different. 
Copies of the publication, with its 
two folios, are available. 
. for more details circle 607, page 135 


Dick Offers Folder 
On 110 Photocopier 


A six-page, four-color folder has 
been prepared by the A. B. Dick Co. 
for its model 110 Photocopier. 

The 81x11” folder illustrates the 
features of the machine and out- 
lines simple, step-by-step operat- 
ing procedure 

for more details circle 608, page 135 


Hi-White Paper Sample 
Book Issued by Beckett 


A sample book on Beckett Hi- 
White, issued by the Beckett Paper 
Co., is being offered by the com- 
pany. 

The book contains samples of 
Beckett Hi-White in its four stand- 
ard weights. 

for more details circle 609, page 135 
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A complete “how it’s done” 
graphic arts field prepared by more than 100 
authoritative, technical contributors. 

Here is a complete source of information on the 
graphic arts field in easy to understand form 
one that you will want to keep within reach for 
ready reference 









picture of the 


Profusely illustrated, this 423-page volume contains chapters on 


Color Reproduction 


Silk Screen Process 


Originals for Reproduction 
Photographic Materials and Equipment 
Continuous Tone, Line and Halftone Photography 


Photoengraving and Letterpress Printing 
Photolithography and Offset Printing 
Photointaglio Procedures 


e Civilization’s Debt to Paper 
. every step and detail brought into crystal clear focus. 


This complete graphic arts library in a single volume costs only $15.00 


in U. S. and Canada 


$16.00 elsewhere. Send postpaid. 10 days free 


inspection with return privileges if not completely satisfied. Make 


checks and money orders payable to: 


Adhnwertising Requireciunentis 


200 EAST ILLINOIS STREET 


CHICAGO 11 oo eee 
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And | paid you in advance. 





Variations in White in 
Paper Discussed by Boyce 


If you think white is white, then 
you haven’t been observing develop- 
ments in the paper industry. 

At the recent 1960 conventions of 
the paper industry, this most fre- 
quently used “color” for paper was 
shown to be a variable that included 
a wide range of hues. Featuring pa- 
pers of the same weight, the exhibits 
featured more than 200 distinct tones 
and shades readily available under 
the single name of white. 

This led William Boyce, 
manager, American Cyanamid Co. 
to make some general observations 
on white, starting with the statement 
that white is the hardest color to 
match in paper and the hardest to 
maintain. 


sales 


Cyanamid is a supplier of colo: 
and chemicals to papermakers as 
well as to a wide variety of other i» 
dustries 


> Mr. Boyce said that while white is 
white to most people, the determina- 
tion and choice of white is a highly 
complex question to papermakers 
and printers. He said that according 
to color experts, there are over a 
thousand distinguishable shades of 
white. 

Of the papers shown at the con- 
vention, many included fluorescent 
brighteners, to make papers whiter. 
The brighteners work by converting 
ultraviolet wave lengths into visible 
light. Other whites achieve their ef- 
fect by neutralizing the natural colo: 
of paper pulp with tints of green, 
blue, violet, yellow or pink. 

In addition to these dye additives, 
Mr. Boyce said, there are a number 
of other factors that influence the 
ultimate shade of white: the white- 
ness of the fiber, which is obtained 
by bleaching; the pigments added, 
and their whiteness; the cleanliness 
of the process water; and the quan- 
tity and type of sizing material. 44 
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Soft shadings are accurately expressed on 


( ) stor Wuoset name 


The palest hues are here enhanced by the smooth, moderately glossy, blue-white finish of the paper. 


Double-coated and free from groundwood, OXFORD Duoset Enamel is a high-grade offset paper, 
ideal for offset booklet, catalog or folder. You will get quality results using regular, gloss or 


metallic inks or varnish. OXFORD Duoset Enamel Cover is a matching grade in cover weights. 


CHOOSE OXFORD PAPERS 
FOR EVERY PRINTING NEED 


There are quality Oxford text and cover papers to fit every printing 
and budget requirement. 

Pride of the line is the 1960 family of Oxford North Star Coated 
Papers.* They are coated by Oxford’s new, uniquely superior “trailing 
blade” process, which gives remarkable levelness and excellent polish 
without excessive super-calendering. Superior printing results, with 
less printing pressure, less make-ready time, and fewer press adjust- 
ments on long, continuous runs. 

Oxford papers are used by the best printers and lithographers. Many 
of the grades listed here are stocked by Oxford merchants. In addi- 
tion, a large variety of papers to meet exceptional needs is available 
on making order. 


COATED LETTERPRESS PAPERS OFFSET AND LITHOGRAPHIC PAPERS 


POLAR SUPERFINE ENAMEL* 
MAINEFOLD ENAMEL* 
OXFORD PRINT ENAMEL 
PUBTEXT COATED 


COATED OFFSET PAPERS 


POLAR OFFSET ENAMEL* 

POLAR OFFSET ENAMEL DULL* 
MAINEFLEX OFFSET ENAMEL* 
MAINEFLEX OFFSET ENAMEL DULL* 
DUOSET OFFSET ENAMEL 


FILM-COATED (PIGMENTED) PAPERS 


FENWICK SUPERFINE OFFSET 
WESCAR SATIN PLATE OFFSET 
WESCAR GLOSS PLATE OFFSET 
CARROLLTON SATIN PLATE OFFSET 
SOFTONE PLATE (FOR LETTERPRESS) 


Drop us a line for the name of your nearby Oxford 
merchant, who you'll find is an expert consultant 
on printing papers. 


Oxrorpd PAarpER COMPANY 


OXFORD WHITE VELVET 
FENWICK OPAQUE OFFSET 
WESCAR OFFSET 

RANGELEY OFFSET 

WESCAR OFFSET, PASTELS 
CARROLLTON OFFSET 
RUMFORD OFFSET 

CARFAX ENGLISH FINISH LITHO 
DIXFIELD BULKING OFFSET 


LETTERPRESS PAPERS—UNCOATED 
CARFAX ENGLISH FINISH 
CARFAX SUPER 

CARFAX EGGSHELL 

HI-BULK EGGSHELL 


OXFORD 
PAP ARS 
ae 
HELP BUILD 


SALES 


230 Park Avenue, New York 17, N.Y. Sales Offices: NEW YORK *% CHICAGO * BOSTON 


PRINTING PAPERS FOR BOOKS, MAGAZINES, COMMERCIAL PRINTING, BUSINESS FORMS AND PACKAGING 


Paper for this insert is Oxford Duoset Enamel basis 25 x 38— 100 lbs., printed on 77” Harris 4-color Offset Press. 





During the past few years, the cancer cure 

. rate has increased from one in four saved 
q west? On to one in three saved: 40,000 more lives 
1S ‘9 saved each year. During the next few 


° years, there will no doubt be new meth- 
f2 NLve ods of diagnosis, and even cures for some 
cancers that are considered incurable today. In time, the 
ultimate goal, cancer prevention, will be achieved. But 
time alone will not do the job. @ Time plus research will. 
Research costs money. In the past 14 years, the Amer- 
ican Cancer Society has spent about $76,500,000 on 
cancer research. Much more is needed 
to accomplish the final conquest of 
this dread disease. Give generously. 
Send your contribution to “Can- 
cer, incareof your local postoffice. 


AMERICAN CANCER SOCIETY 


guard your 
2*o family...fight 
Se cancer with 
a checkup 


money - fer and a check 
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NORTON CO. INSERT... The outstanding feature of this insert is the actual abrasive coating applied to the 
appropriate surfaces of the ad. The life-like appearance brought the advertiser fantastically high read- 
ership scores in magazine after magazine. 

The actual production, however, demanded the solution to a great many problems, mostly connected 
with the Virkotype process, developed by the Commonwealth Press, Worcester, Mass., to apply the abra- 
sive. 

Heat is a vital part of the process, and it was necessary to find a paper that would not turn color 
nor become brittle. Color process inks that would not change color had to be found. One ink was elimi- 
nated because, under the influence of heat, it went through the paper to show on the reverse. 

Another problem was to find the proper mixture of abrasive and resin bond. Too little resin, and the 
abrasive comes off easily, giving rise to trouble in magazine binderies. Too much, and the abrasive no 
longer looks like an abrasive. 

Still another problem was holding the color in the wheels. The abrasive was pure white, but the 
wheels should be different colors. What colors should be used under the abrasive so that the end result 
was right. 


Color printing, on a Harris 2-color 42x58, using Curtis Stoneridge Text, 80 pound, was by General 
Offset Printing Co., Springfield, Mass 







MILANO IN COLOVIN... This insert proved unusually difficult be- 
cause of the wide range of colors used in the materials, and the 
requirements that they must be exact. In addition, only two weeks 
were available for production. 

The plates were produced by double masking separations 
from an 8x10” Ektachrome, on deep etch copperized aluminum 
plates. The job was run nine up on a Harris two-color 42x58” 
press. 


: lee gy ee It was lithographed on Allied’'s 70 pound Cellugloss by 


Pith Columbus Bank Note Co., Columbus, Ohio 
} 
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MOTT’S P.M. DRINK... The only problem on this label 
was the mandatory clause that had to be included on the 
main panel. Since the label was to be in full color, using 
reverse white, with the registration problems it presented, 
was highly impractical. The final solution, using offset 
silver over the color background, not only worked, but 
actually enhanced the final appearance of the label. 
Printing was done by the Hammer Lithograph Corp., 


Rochester, N.Y., using a Harris 42x58 on Champion AP 
coated stock 


( CONTTECNER*OOEOUNERS 


MOTOROLA BOOKLET... This large prestige booklet was designed 
around a white-on-white effect to give the greatest impact to the rich 
woods in the tv sets and the furniture. But the problem of achieving the 
white look, balanced with correct wood colors, had to be fought all the 
way from the artwork through the printing. 

From the transparencies of the rooms, photographed by Alder- 
man Studios, High Point, N.C., were made dye transfer prints. These 
required considerable experimental work in order to determine the 
exact amount of masking necessary to retain the subtle white on white 
relationship. Plates were made from the dye transfers, retouched where 
necessary. 

The gate pages, photographed in New York by John Rawlins, 
were in strong rich darks to furnish contrast. Plates were made directly 
from the transparencies. 

Printed by R. R. Donnelley & Sons Inc., Chicago, on a Miehle 


52x76, the booklet was on Hopper Vellum, with a cover, in black only, 
on a 175 pound Strathmore Cover. 


One of the marks of fine printing is 


its ability to overcome problems and 
come up with quality. Here, from the 
annual awards of the LPNA, are 


some good examples. 


Each year, the winners selected 
by the panel of judges for the 
Lithographic Awards Competition 
make up a group of printed speci- 
mens that is well worth study. This 
year, the tenth in the series, 294 en- 
tries were selected from 2,541 en- 
tries. As a whole, the judges were 
deeply impressed with the high 
standard of craftsmanship, accord- 
ing to a statement jointly issued by 
Ralph D. Cole, chairman of the 
Awards & Exhibit Committee of the 
Lithographers & Printers Natl. 
Assn., the sponsor of the competi- 
tion, and James V. Sbrigata, gen- 
eral chairman of the panel of judges. 

“Three areas of product special- 
ization,’ the statement says, “that 
drew the most entries were direct 
mail and sales service literature, 
point-of-sale displays and packag- 
ing material. Booklets, folders and 
broadsides showed tremendous di- 
versity and change of pace from 
the standard output of this area. 
Designers were more daring in 
their selection of stock to tie in 
with the products promoted. There 
was greater use of fancy finishes 
and varnishing. Most impressive 
was the trend toward aluminum 
foil, which was cleverly used with 
striking effects.” 

The exhibit was first shown at the 
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HERE’S THE 
DUMMY WE 
MADE FOR 
YOU. IT’LL 
SAVE YOU 
MONEY IN 
PAPER 
COSTS AND 
IN BINDING 


Two heads are better than one. That’s why this printer asked 


his Hammermill Merchant to dummy up an important job. 


Now this printer has an extra sales point when he takes 


his estimate to his customer. He can demonstrate that the job 7 
will work. (He may even take the Hammermill Merchant mw Mp 
salesman with him when he calls on the customer.) A ll 
Your Hammermill Merchant carries many brands and P/\PIEIRS 
grades of paper, and he knows how to help you get the best 


results from the papers he has. Why don’t you call him? Hammermill Paper Company, Erie, Pennsylvania 


For the best in Paper, and the best in Service... call your Hammermill Merchant 





LPNA convention, following which 
it will be seen in leading cities. In- 
formation about the schedule and 


LITTON INDUSTRIES ANNUAL REPORT... 


copies of the illustrated catalog may 
be obtained from LPNA, 597 Fifth 
Av., New York 17. 44 


The particular problem in producing this 


booklet was to have four facing pages match in color, in spite of the fact that 
they occurred in varying positions on both sides of the sheet. 


A Chromo-Critic light reading was used to achieve uniform tones in rela- 
tion to products in all color pages. In addition, the color sequence was 
changed. Instead of the normal yellow, red, blue and black, the order was 
yellow, blue, red and black, to more nearly duplicate the original transparen- 


cies. 


To be sure that the text type was sharp, all body copy that were to be 
overprinted on color tint backgrounds, were lithographed in a sixth run. 
Jeffries Banknote Co., Los Angeles, used a Harris 25x38 on Warren's 80 


pound Cameo Dull. 


ATF Introduces Line 
Of Duplicator Inks 


A new line of packaged inks spe- 
cifically designed for office dupli- 
cators has been introduced by 
American Type Founders Co., Eliz- 
abeth, N.J. 

The ATF Lithomaster line of du- 
plicator inks was developed pri- 
marily for use on ATF Chief 15, 
Multilith, A. B. Dick, and similar 
duplicators. 

The inks are packed in pound 
cans and are available in all the 
basic colors. 44 


Ceramicoat Sample 
Book Is Offered 


Advertisers Paper Conp., New 
York is offering a sample book of its 
Advertisers Ceramicoat, a blue 
white, brush coated stock. 

This stock is designed for use in 
postcards, folders, tags and covers, 
the company says. The stock is of- 
fered in six sizes including 35x46, 
38x50 and 42x58, and three weights. 


- for more details circle 621, page 135 


3M Adds Heavy White 
Paper for Thermo-Fax 


Minnesota Mining and Manufac- 
turing has announced that a new, 
heavy white copy paper for use on 
any Thermo-Fax copying machine is 
being marketed. 

The new bond-like paper is de- 
signed for prestige and executive 
copying applications, or where a 
more durable, white copy paper is 
needed, 3M said. Price is slightly 
higher than regular Thermo-Fax 
copy paper. 44 


Electric Typewriter 
Eraser Is Marketed 


An electric typewriter eraser, em- 
ploying a flexible shaft mounted 
with an erasing unit which permits 
erasure without use of a_ typing 
shield, has been introduced by Metal 
Specialties Manufacturing Co., 1975 
N. Cornell Av., Melrose Park, IIl. 

According to the company, high 
speed rotation of the 1%’ diameter, 
self-pointing eraser, without appli- 
cation of the usual pressure asso- 
ciated with erasing, eliminates the 
smudging of carbon copies as well 
as the time-consuming use of slip 
sheets. Self-contained, rotating 
brushes continuously clean the 
erasing surface. 

The rubber erasers are 314” long 
and are available in three different 
grades including those suitable for 
use on tracings or drawings in pen- 
cil, ink or ball point pen, as well as 
masters, negatives or plates for 
various types of reproduction equip- 
ment. 44 


You and your ‘‘We’ll bleach the ones 
and print 20's on 'em.’’ Now I won't 
even get my ones back. 


Sample Book Features 
Brunswick Paper Stocks 


A sample book showing examples 
of Brunswick Poster and Brunswick 
Canary Writing has been issued by 
the Arthur Schroeder Paper Co. 
Inc., New York. 

Cover of the book is Pine Tree 
Cover in blue while samples are 
shown in jade, gold, pink, sulphur, 
sky, mandarin and peach. 

. for more details circle 622, page 135 


American Type Founders 
Issues Index of Faces 


American Type Founders Co. is 
making available a 32-page index 
and price list of ATF type. 

The index shows one-line speci- 
mens of all new and revived ATF 
faces. The catalog also gives com- 
plete information on sorts, spaces 
and quads, leads and slugs, char- 
acter qualities in fonts, ete. 

A description of “ATF Alphabet 
Cards,” a production aid for lay- 
out artists and type specifiers, is 
also included, together with “The 
Anatomy of ATF Type,” a detailed 
illustrated glossary of terms used 
in type specification. 

. for more details circle 623, page 135 


Linton Brothers Co. 
Issues Idea Kit 13 


Idea Kit No. 13 is being offered 
by Linton Brothers Co. Inc., Fitch- 
burg, Mass. 

Designed to show the printability 
and versatility of the company’s 
Bristol-Cover, the kit contains die- 
cuts, mailing cards, table tents, and 
covers. 


. for more details circle 624, page 135 
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EMPIRE STATE BUILDING, N. Y.C. 
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Puritan Sportswear prepared twelve 
inserts for Men’s Wear magazine to 
show retailers part of their fall and 
winter 1960 advertising program. 
They chose letterpress to permit 
use of the same engravings for 
national magazines. 


They also wanted counter cards, 
window blow-ups, etc., of the same 
advertisements in various sizes to 
complete the program. Here they 
converted the original letterpress 
engravings for offset use. 


In both cases, Puritan selected the 
appropriate Westvaco Quality Paper 
... Sterling Letterpress Enamel 
and Sterling Offset Enamel. 


The display blow-up on the left- 
hand page is our Sterling Offset 
Enamel; the magazine insert on the 
right is our Sterling Letterpress 
Enamel. Their bright white and 
gleaming surfaces give not only 
beautiful color reproduction 

but a refreshing brilliance in 

their own right. 


For smooth, fast press runs, both 
of these papers give you stabilized 
moisture control and make close 
register easier to maintain. What- 
ever your needs, West Virginia 
offers an answer in its complete 
line of coated and uncoated papers 
for every process. 


Write to find out about our mill-to- 
you-direct sales policy and technical 
service. West Virginia Pulp and 

American-mede Paper Company, 230 Park Avenue, 
a New York 17, N. Y., or contact one 
Pie, 06 7° . CA) ( , 
You're ‘10 feet tall” in bulkies of VY VY O) QI FR ofthe ottices tisted betow. 
ee ane Fine Papers Division 
The Puritan Sportswear material was Commercial Printing Paper Sales 
printed by The Du Bois Press, Rochester, Sees 
N. Y. The letterpress pieces were run on Detroit 35/DI 1-5522 
a Miller TW, 21 x 28, two-color press. New York 17/MU 6-8400 
Philadelphia 7/LO 8-3680 
Pittsburgh 19/CO 1-6660 
25 x 38, two-color offset press. 704 basis San Francisco 5/GA 1-5104 
Sterling Letterpress 
and Sterling Offset 


The offset pieces were run on a Miehle, 


Enamels were used. 


West Virginia 
Pulp and Paper 









“Ad Requirements 
makes my job easier” 


GERALD C. SHAPPELL 
Advertising Manager 
Sealy Inc 





ee 
~_ 


As Sealy ad manager I'm continually seeking 


A a sound advertising and merchandising ideas 


Reading Ad Requirements certainly makes this 


phase of my job easier 


| like the way AR covers such a variety of 








meaty’ subjects in each issue. The content is 


always excellent 





That's why I've saved most copies 
of AR and have built up quite a li- > 


brary of useful information that | 


keep for handy reference.” » , 








Mr. Shappell and Sealy Inc. are typical of the adver- 
tising-sales promotion professionals and important 


7 
Sealy buyers of advertising products and services you 
é~ 


reach in the pages of Advertising Requirements. 


Started in 1881, the Sealy concern, manufacturers 
of bedding and dual-purpose furniture, now includes thirty plants 
in the United States and Canada and is in the front ranks of its field 





In addition to space, broadcast and outdoor advertising programs, the 


- ae 
company supplies its plants with more than 250,000 direct-mail pieces Advertising 


annually to help stimulate sales to its 15,000 dealers. ( Direct-mail 


= 
material totaling over 5,000,000 pieces a year is prepared for sale Requirements 


to dealers for their own use, too. ) 


As a turther aid to regional and local promotion, newspaper mats, Workbook of Aduortixi & 
recorded radio commercials and filmed tv commercials are G 


made 


available to Sealy plants; while dealers are serviced via instore and Calor Prowotiou 


window displays. Contests for retail salesmen as well as giveaways 
to dealers (i.e. pens, pencils, money clips, etc.) also are part of the 


PRINTING, PAPER & PLATEMAKING «+ DIRECT AD- 
Sealy promotional effort. 


VERTISING + LAYOUT & TYPOGRAPHY + AUDIO & 
VISUAL AIDS + SHOWS & EXHIBITS + SIGNS & 


Mr. Shappell, a shirt-sleeves advertising man, came to Sealy head- DISPLAYS + PACKAGING & LABELING + ART & . 
quarters at Chicago in 1953, bringing with him an extensive back- PHOTOGRAPHY + PREMIUMS, PRIZES & SPECIALTIES 

ground in department store advertising obtained at several eastern 

tirms. He is a former president and a present director of the Adver- 200 EAST MANOS STREET - CHICAGO 11, RAMS 

tising Executives Club of Chicago. eee eee: Se eae ee ee 
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A COMPACT DESIGN PROGRAM 


sawgene 


PLACES 


In France, a compact car is not the lowest priced. To establish the 
place of the Renault in the French automobile market, which ranges 
from the motor scooter to the limousine, a series of Savignac posters 


was used in all media. 


By Maurice Bensoussan 


How big is a small car? It’s a 
relative matter. 

To the U. S. market, for instance, 
the Renault is a small car. But over 
in France where they make them, 
the Renault is in competition with 
even smaller cars—the Isetta, the 
two-seat Vespa 400—it even has 
to compete with motorcycles. 

When Renault advertising man 
Mare A. Pampuzac prepared to at- 
tack the problem of smaller car 
competition through a multi-medi- 
um campaign advertising the Re- 
nault “4 Chevaux,” he began by 
looking over his market. 

The purchaser of the “smaller- 
than-small” vehicle was usually a 
student, a young husband or a 
young single business man. This 
was the market he wanted to reach 


and this, he decided, was a market 
which would respond to a light and 
gay approach to his promotion. 


> Since impact was demanded, Mr. 
Pampuzac decided to utilize a wide 
range of print media—dailies, na- 
tional magazines and direct mail. 
Later, the theme would be carried 
on in point-of-purchase displays in 
distributor sales rooms. But, be- 
cause the product was a car and 
cars are, obviously, found on the 
road, the key medium would be 
outdoor advertising. 

Because he wanted all media to 
carry one unified theme and be- 
cause the billboard posters were to 
dominate the campaign, the Renault 
adman took his problem to Savignac, 
a poster artist known throughout 
France, as well as in the U. S. Mr. 
Pampuzac explained his problem: 
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GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
glossy photos 


in the busi- 
4 » ness. 
We believe 
VS this because 
our customers 
say so and 
keep coming 
back year 
after year. 
Our prices are competitive. 
Our quality is superb. 
Our service unexcelled. 
Try us the next time you need 
quantity photos. 


8x10 GLOSSY PHOTOS | 
QUANTITY _ 


Copy negatives of your prints, $1.65 
per negative. Samples, other sixes, 
prices on request. 


MAJOR PHOTO Co. 


Commercial Photographers 


116-118 W. Ohio St, * Chicago 10, Illinois 
Telephone: MI chigan 2-5651 


Presentation Panels 
12-page bulletin board for 


®@ Planning sessions 
@ Sales meetings 
® Employee training 


Panels swing “‘like pages in a giant book 

providing many times the display space of 
an ordinary wall-mounted bulletin board. 
SHOWN ABOVE: typical pedestal-type unit 
with twelve 22” x 28” steel-framed composi 
tion-board panels. ALSO AVAILABLE: wall 
and table-top models. many panel sizes, sev 
eral colors and finishes. ther USES: retail 
displays. Directors’ meetings. conventions. 
lobby exhibits. advertising presentations, 
libraries, etc. Mail coupon for descriptive 
literature and prices. 


MULTIPLEX DISPLAY FIXTURE CO. 


925-935 North 10th St., St. Louis 1, Mo. 
Please send literature on Presentation 
Panels 


\ a dal 


Symbols in Action . . . The four horses as designed by Savignac were turned into a 


jh for children to ride in. The unit was used at large dealers and 


; when traffic would be heavy 


“I want,” said Mr. Pampuzac, “to 
point out that the “4 Chevaux’ is 
a real car” (a real car, by Mr. 
Pampuzac’s. standards, has_ four 
doors, four wheels and seats four 
people) “and that it is the cheapest 
of all real French cars. The poster 
will be the center of the campaign 
and we shall adapt the poster theme 
to all other media.” 


> It so happened that the car with 
four doors, four seats and four 
wheels also cost something over 
400,000 franes. Four seemed, to both 
adman and artist, to be a signifi- 
cant number—significant enough to 
serve as an advertising theme. So 
the artist got to work and prepared 
four outdoor signs. 

Being a man with a whimsical 
style, he first prepared a drawing 
of a horse which looked a great deal 
like a hobby horse, except that in- 
stead of rockers it had four wheels. 
The second drawing was of a horse 
with four doors between his front 
and back legs. 

The third, looked more 
like a simplified drawing of a race 


which 


horse, carried four riders, proving 
he was a four-seater. The fourth 
must have really been a race horse 
because he carried a purse instead 
of a saddle and the figure “424,000 
francs.” 

Each horse carried on his saddle 
the number four followed by the 
word “wheels,” “doors,” “seats’- 
whichever was appropriate. 

Because 


there were four signs, 


they could be combined in various 
outdoor arrangements, adding va- 
riety without sacrificing unity. They 
could be placed vertically, hori- 
zontally or in a square. They could 
even be adjusted to smail space by 
arranging them as two posters close 
together. 

Before the posters were put into 
place, however, they were mer- 
chandised through direct mail. Re- 
nault had each horse printed on 
a separate picture post card. The 
mailings went out about two days 
apart to Renault’s master list of 
young potential car buyers and 
current owners of smaller vehicles. 
Each card contained a brief adver- 
tising message on the reverse side. 
The card with the four-door horse, 
for instance, said (in translation): 


“One for her. 
One for you. 
Two for friends.” 


A legend beneath advised the 
recipient to see his Renault dealer. 

The price card, of course, was 
sent last and on it Renault re- 
minded recipients of the fact that 
it makes the cheapest French four- 
seater, billing its product as “the 
car for young budgets.” 


> After that, the outdoor posters 
went up everywhere. It was impos- 
sible to miss them. Young motorists 
driving out of town for the week- 
end met them two, six, ten, even 
twenty times a day. And the variety 


of colors, carefully planned with 








Mobile Symbols . . . Another use of the 
four horses was as a mobile, used in 


large quantities in showrooms 


no real attempt at harmony, at- 
tracted even greater attention to 
the curious looking animals. 

Simultaneously, black-and-white 
adaptations of the horse designs ap- 
peared in newspaper, ads accom- 
panied by more detailed copy. Even 
here, however, copy was kept brief: 

“4 wheels . . because the ‘4 Chev- 
aux’ wants you to be safe. 

4 seats . . because the ‘4 Chevaux’ 
wants you to be comfortable. 

4 doors . . one for every passenger 
because it is more practical. 

424,000 francs . 
a little at a time.” 

Adaptations of the horse theme to 
magazine advertising retained the 
striking color. 


. that you will pay 


> It didn’t end there. Renault show- 
rooms received colorful horse ban- 
ners for window displays and minia- 
ture four-horse carousels were hung 
from showroom ceilings in colorful 
three-dimension. 

But the master stroke was placed 
in Renault’s big showroom on the 
Champs-Elysées. There a full-scale 
carousel, designed with replicas of 
the same _ four _ strange-looking 
beasts—this time with real doors 
and wheels—spun day and night for 
the amusement of French children. 

In fact, if the kiddies cared to, 
they could even take a ride. 44 


Copy Casting Ruler 
Offered by Lenart 


A copy ruler, designed to simplify 
and expedite the casting of reader 
faces, is being marketed by Charles 
Lenart, 2738 N. Dayton, Chicago 14. 

The Lenart Copy Chaser is made 
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™ “% Everything from a smart professional headline 


to the most involved combination of letters, shading mediums, 
and symbols is so easy when you use Artype sheets. Use them 
once and you will know why Artype sheets have attained world- 
wide popularity among artists, designers and draftsmen. Precisely 
printed on the underside of transparent self-adhering acetate 
sheets, they are easily applied directly to layouts or finished 
art. All Artype sheets are available in black or opaque white. 
Ask your Authorized Artype Dealer for your free copy of the new 
80-page illustrated catalog... or write today for the name of 
your nearest dealer and a free sample. | Artype Incorporated 
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WHAT KIND OF VISUAL SALES 
JOB DO YOU HAVE IN MIND? 


We have 


projectors for point 


automatic 


of sale and trade 


shows. We 


desk top viewers for 


have 


both slides and film strips with of 


w ithe ut sound, designed with your 


salesmen in mind 


For information, write Dept. A-6 
TEL-A-STORY, INC., Davenport, lowa 


Here partial list of mpanies which used Woodcut 
Artwork in their 1959 advertising: UBBY, McNEILL & LIBBY 
PLYMOUTH DIVISION OF CHRYSLER CORP THE 
FIRESTONE TIRE & RUBBER CO JOHNSON MOTORS 
WIFT & ¢ BAUSCH & LOMB OPTICAL CO 
THE PARKER PEN C INTERNATIONAL HARVESTER 
WILLIAM WRIGLEY JR., ¢ STROMBERG 
CARLSON CO EKCO-ALCOA CONTAINERS, INC 
SEAGRAM.DISTILLERS CO A. B. DICK CO. and by 
the following Advertising Agencies: Mc CANN-ERICKSON 
INC BROOKE, SMITH, FRENCH & DORRANCE, INC 
BATTEN, BARTON, DURSTINE & CSBORN, INC J 
WALTER THOMPSON CO nh. W. AYER & SON, 


INC TATHAM-LAIRD, INC. and many, many others 


WOODCUT 


Write for free literature today. 
THE SANDER WOOD ENGRAVING COMPANY, INC. 
Dept. D, $42 South Dearborn Street 
Chicage 5, Ulinols HArrison 7-2082 


ATTENTION 


GETTERS! 
DOUG MACK’S 
mt) dd 3 


ul et EM Re 


Exclusive use. 
eae aise 
WRITE YOUR NEEDS 
AND REQUEST 
SAMPLES 


DOUGLAS MACK 


PRET mee ci el eT 
Francisco 14, Calif. 


ACCURATE/ LOW IN COST/ 


GEM Color —TOP QUALITY letter- 
press printing at LOW COST for 
runs of 100 to 10,000. Reproduced 
from Ektachrome or art copy. All 
jobs color proofed. DELIVERY in 2-3 
WEEKS. Free samples. 


a 
Pee cr ree Berar ed 


ng cartoons 

I ind Hand- 

top national firms. One 
I 


t 
100 pe 


jlation is all tha 
Free folder t 
Advt. Agencie 


ALL USERS 
OF DECALS 


plastic decal) is permanent, 


T ul Ay 

4 

WANTE 
RUBBERCAL® 
waterproof, tough. Applied without water in 
any kind of weather. You save many ways. 
Write for free samples and estimate — today. 


MULTI-COLOR PROCESS COMPANY 
321 SO. QUINCY + TULSA, OKLAHOMA 


NEW Becais 


Permanent type tough “Vinyl” 
applied in seconds without water. Saves labor; no 
curling in storage. MADE TO YOUR SPECIFI- 
CATIONS...lettering, numbers, your trademark, 
Send now for FREE SAMPLES and estimate, 
SCREEN PROCESS PRINTING CO. , P.0.Box 948, Wichital Kansas 
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of flexible, laminated vinyl measur- 
ing 1244x234”. It gives the character 
count per picas of more than 50 
popular typefaces and translates this 
information into line lengths up to 
30 picas 

In addition to the type casting in- 
formation, the ruler also contains 
scales for 5, 6, 7, 8, 9, 10, 11 and 12 
point, agate, a pica and elite type- 
writer gage, plus a regular 12” rule 
by 16ths 

The item sells for $2.50. It is 
available in quantities, and if de- 
sired, with imprint 4 


E-13B Magnetic Type 
Distributed by ATF 


Complete fonts of American Type 
Founders’ E-13B for magnetic ink 
character recognition machines in 
bank check work are now available 
from ATF type dealers. 

The type has been approved for 
quality and accuracy by the Com- 
mittee for Type Office 
Manufacturers Assn. 

E-13B type comes on a 10 pt 
body and its basic stroke weight 
is a specified 0.010”. There are 14 
different characters in the E-13B 
design. Each font contains 10 figures 
and 4 symbols 44 


Design, 
Equipment 


New Faces For 
ATF Typesetter 


Several new faces in the Century 
Schoolbook and Spartan series have 
been made available on ATF discs 
for the ATF Typesetter, spokesmen 
for the General Printing Division, 
American Type Founders Co., Eliza- 
beth, N.J., have announced. 

The faces include Spartan Book 


8 Point Century Schoolbook 
Century Schoolbook Italic 


10 Point Spartan Book 
Spartan Book Italic 


14 Point Spartan Heavy 
Spartan Heavy Italic 


and Spartan Book Italic, Spartan 
Medium and Spartan Medium Italic, 
Spartan Heavy and Spartan Heavy 
Italic, Spartan Book and Spartan 
Heavy, Spartan Black, Century 
Schoolbook and Century School- 
book Italic and Century Schoolbook 
and Century Schoolbook Bold. 44 


Great gatefold layout, Blinkman! Now 
if we can get Life to accept it. 


Automatic Line Composing 
Machine Being Marketed 


An automatic line composition 
machine called the Optype is being 
marketed by Specialties Inc., Skunks 
Misery Rd., Syosset, L.T., N. Y. 

According to the company, the 
machine is suitable “for use in any 
office or plant where low cost prep- 
aration of copy for printing repro- 
duction is a necessity.” 

The machine styles, justifies and 
photographs original copy prepared 
on IBM machines, Varitype or by 
hand setting. It then produces a film 
negative ready for processing for 
offset reproduction. At up to five 
seconds per line, copy can be auto- 
matically styled, justified and photo- 
graphed on this machine, Specialties 
Inc. reports. 

Other claims include the ability to 
produce as many as 80 variations 
from one type style, to incorporate 
headlines and captions within a 
page, to reproduce in proportionate 
sizes trademarks and line drawings, 
and to condense or 
without distortion. 

Detailed information on Optype is 
available from their Skunks Misery 
address. 44 


italicize copy 


Agency Uses Tags 
As Business Cards 


Hy Radin, head of Hy Radin As- 
sociates Inc., New York sales pro- 
motion agency, noted recently that 
the luggage tags used for airline 
travelers always were good atten- 
tion-getters and decided to put the 
form to work for his organization. 

Large tags were designed to be 
used for addressing all items going 
out of his firm’s offices. They serve 





Is it hard to build a house? 


Not too hard, when you're 


building a bird house 

And so you had set to work, 
carefully sawing the pieces, nail 
ing them together and chiseling 
out the litthe doorway. 

Three hours, two splinters and 
a bruised thumb later, it was 
finished. 

Sut it needed a tenant. And 
soon one came. Circling. Inspect 


ing. And suddenly— popped right 


ATLANTIC 


EASTERN FINE PAPER AND P 


JLP DIVISION 


Production fact Thi 


basis 80, on a 52 x 77 4-color pre 


yellow, red, blue, black. Press plates were d 


q ar, 
KIN E 
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STANDARD PACKAGING CORPORATION 


Ss insert lithographed on ne 


deep etch aluminum from 175-line 


into its new home. That was the 
proud moment 

Can you recapture another like 
it? You often do. But today, youn 
tools are presses, inks, papers 
and your undiminished pride 
You use them all to build your 
good printing, your good reputa 
tion. 

And we help, because pride 
goes into our product, too. The 
paper you're looking at right now 
is a good example. 


PAPERS 


BANGOR, ME 


brilliant white Atlantic Opaque, Vellum finish 
4) up at 4,000 IPH. Sheet size 49% 


x 76%. Color sequence was 


screen positives 





What a color line-up 
for creative printing! 


French Cream. Mistie Blue. Ocean Green. Dustie Pink. Daffodil 
Yellow. Smokie Gray. Only Atlantic Pastel Offset has them all. Use them 


to spark your creativity. Use them to provide an extra color without extra 
presswork. 


Atlantic Pastel Offset’s well-closed surface takes inks beautifully. High 
bulk and even caliper mean trouble-free presswork. And this versatile 
paper folds and refolds without cracking. 

Your choice of basis 50, 60 and 70 in velvety Suede finish. For a perfect 
match-mate, specify Atlantic Pastel Cover. Ask your Eastern Franchised 


Merchant for samples of both papers. Or write us direct. 


—~ EASTERN FINE PAPERS 


EASTERN FINE PAPER AND PULP DIVISION STANDARD PACKAGING CORPORATION + BANGOR, ME 


Production facts: This insert lithographed on new, brilliant white Atlantic Opaque, vellum finish, basis 80, on a 52 x 77 4-color press, 30 up at 
4,000 IPH. Sheet size 4912 x 76%. Color sequence was yellow, red, biue, biack. Press plates were deep etch aluminum from 175-line screen positives 





as walking billboards, under the 
arms of messengers. 

One side of the tag is completely 
devoted to the agency logo and 
telephone number. The other side 
carries name, address and services 
of the agency. Half of this side pro- 
vides space for addressing the pack- 
age. 

The unique tags brought the 
agency much favorable comment. So 
much so that Mr. Radin did away 
with the more conventional busi- 
ness card and converted to string 
tags for this use as well. These are 
smaller versions of the address tag, 
and equipped with string for hang- 
ing in clients’ offices. a4 


Haber Type Specimen 
Handbook Is Published 


A 408-page type specimen hand- 
book, two-colors and plastic bound, 
has been published by Haber 
Typographers Inc., 115 W. 29 St., 
New York. 

The book has an index layout 
showing the range of sizes in hand- 
set, Linotype and Ludlow versions 
of equivalent typefaces. 

Each face showing and size is 
printed and in a specimen of the 
typeface represented. Also, charac- 
ter-count reference tables are pro- 
vided for the Linotype faces. 

Among the extensive listings are 
such new issues as Consort series, 
Craw Modern, Craw Modern Bold, 
Grotesque No. 9, Microgramma 
series, Narrow Sans Italic, Trade 
Gothic Extended with Bold Ex- 
tended, Tempo Black Extended, 
News Gothic Condensed Italic, Ve- 
nus Light, Medium, Bold and Ex- 
trabold, Venus Light and Bold Con- 
densed, Venus Extrabold Condensed 
and the Venus Extended Series. 

Requests for copies of the hand- 
book should be directed to the com- 
pany. 44 


Ambitious Ad Run in 
Post by Scott Paper 


A five-page “spectacular” adver- 
tisement containing an actual insert 
of toweling, slightly larger but sim- 
ilar to a new product of the Scott 
Paper Co., Chester, Pa., was con- 
tained in an April issue of The 
Saturday Evening Post. 

The publication claimed it was the 
largest insert of its kind ever to be 
offered in the pages of a national 
magazine and the largest ever run 


Report from one of the nation’s largest ad agencies: 


QUR PROTYPE PAID FOR ITSELF- 
on tts very first job 


says J. R. Holohan, head of Visual Presentation Department, Young and Rubicam, Inc. 


“About a year ago, we looked into ProType for our expanding Visual Presentation 
Department,” Mr. Holohan adds. “We needed a simple, low-cost way to set ty pe. 
And it had to give absolutely professional results. 


“ProType looked like the best bet. After a year’s use, the savings have been tre- 
mendous. We use ProType to present new campaigns, on year-end reports, slides, 
proposed television commercials and other material. 


“Time-savings are important, too. We can set ProType display lines in minutes 
editorial changes can be made on the spot. It’s a wonderful 


adjunct to hot type!” 


Learn more about the photocomposition system that sets 
display type fastest and best. Call your Davidson distribu- 
tor, or write us today. Davidson Corporation, subsidiary 


EN y 


of Mergenthaler Linotype Company, 29 Ryerson Street, 


Brooklyn 5, New York. 
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Wonder no longer about which method and source can 
deliver the finest, fastest typography practically anywhere. 
Fotosetter/Warwick is the modern way. Well over 1200 
type styles and sizes at your creative command. 


rece” WARWICK TYPOGRAPHERS, INC. 


new 


920 Washington Avenue « St. Louis 1, Missour 


Fotosetter 


book 


SERVING 43 OF THE 50 STATES « OVERNIGHT BY AIR SERVICE 


AGAIN IN 1960... 


building more and greater 


outdoor signs for America’s 
leading marketers sas 


OF 
SUCCESS 


pleasti-lime inc. 


Knoxville 


Tennessee 


Rated firms write for free brochure 


OUTDOOR ILLUMINATED PLASTIC SIGNS 
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by a paper producer in a national 
magazine. 

It took three railroad cars to tote 
the equivalent of 86,400 rolls of pink 
towels from the company’s Chester 
plant to the Post’s printing plant in 
Sharon Hill, Pa. The Post used 1,533 
miles of toweling—enough to reach 
from Boston to Dallas 

In addition to a two-page adver- 
tisement devoted to towels, the five 
pages included a Scott corporate, 
all-product ad on two additional 
pages. The fifth page was devoted to 
towel holders. The first four pages 
were black and white, the last, a 
four-color bleed 44 


Amsterdam Brochure 
Lists Type It Imports 


A six-page brochure with one- 
line showings of a total of 141 type- 
faces in 65 families stocked in New 
York on American point body by 
Amsterdam Continental Types & 
Graphic Equipment Inc., is being 
offered by the importer of type 
and graphic arts equipment. 

These Continental typefaces were 
produced by 14 
foundries including Amsterdam 
(The Netherlands); Berthold, 
Stempel, and Klingspor (West Ger- 
many); Nebiolo (Italy); and Haas 
(Switzerland). 


major European 


. for more details, circle 601, page 135: 


Catalog Shows Alphabets 


Available from Cello-Tak 

A catalog showing sources of 
paste-up alphabet styles available 
from Cello-Tak Co., New York, has 
been issued by that company. 

The alphabets, according to the 
company, are suited for preparing 
display captions for engraving, silk- 
screen and lithographing. 

There are over 325 different hand- 
lettering and type alphabets de- 
scribed in the catalog. 


. for more details circle 602, page 135 


Instead of a machine to make good 
copies of our layouts we want one 
to make good layouts we can copy. 





Use the 


In 25 years, Link-Belt has 


— i hc 


Corner 
Card 


to clean up your 


mailing list 


learned a lot about the value and 
the techniques of eliminating waste mailings. 


By W. H. Depperman 
Director of Public Relations 
Link-Belt Company 
Chicago 


Many external house organs are 
buried unread, copy by copy, every 
month in thousands of different 
waste paper baskets from coast to 
coast. Such publications can be high- 
ly readable, professional in appear- 
ance, interestingly written and 
packed with useful information. 

Many copies of the fine, oft times 
expensive externals from which 
management expects so much, go 
into waste baskets unread because 
their mailing lists are not being 
kept up-to-date. They are being 
sent to dead men, to men who have 
moved on long ago, to some who 
didn’t want it in the first place or to 
those whose jobs have changed and 
who have lost their original interest 
in the publication. 


> An examination of a mailing list 
can be a sobering experience. One 
of the country’s largest publishers 
of business publications informs me 
that 7% of its circulation changes its 
addresses annually. Address changes 
are only one reason for mailing list 
deterioration. How many times 7% 
has it been since you checked your 
list? 

A mailing list is one of the prime 
considerations which determines the 


relative effectiveness and cost of 
any external. Approach your own 
mailing list with the annual cost- 
per-name in mind, based on a pro- 
rata of your over-all cost, not just 
the manufacturing and mailing cost- 
per-copy. This will give you more 
zeal to clean up your list. 


> There is no excuse for an inac- 
curate mailing list because there are 
many ways in which to keep a list 
taut and lean. One of the easiest 
ways to keep a list accurate is to 
have the sales department review it 
periodically. While this is passing 
the buck, it is both possible and de- 


Pretty Girl Attracts 
The lure of a shapely 
form, partly hidden 
by the fold, catches 
the eye long enough 
to get the plea for 
address correction 
read and acted on. 


sirable if the publication has a 
strong sales orientation. 

Western Union will check mailing 
lists at 25c a name. 

The most ruthless technique is to 
send out a postcard advising recipi- 
ents that hereafter the publication 
will be sent only to those who check 
off an appropriate box and return 
the card to you. This drastic cure 
for an ailing mailing list, however, 
can kill the patient. 


> But any editor can perform a sub- 
stantial part of the mailing list 
clean-up himself on an issue-per- 
issue basis, by learning how to ex- 
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in the dark? 


ESA 
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Direct mail costs too much! 
Nobody reads direct mail! 
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Boxes are Better . . . Split run tests uncovered the fact that offering 


boxe 


ploit the promotional advantages of 
the corner card of the mailing en- 
velope or the equivalent, if the 
publication is a self-mailer. 

A corner card can perform three 
seemingly negative jobs to produce 
three positive money-saving results: 


1. It can stimulate the return of 


“nixies” i.e., mis-addressed mail; 


2. It can encourage persons who do 
not want your publication to tell 
you so at their expense, and 


3. It can encourage unaddressed 
recipients to tell you to remove the 
names of those who are no longer 
in the place addressed. 


> We at Link-Belt have satisfied 
ourselves all this can be accom- 
plished as a result of a continuing 
series of experiments with our 25- 
year old external Link-Belt News. 

Just prior to our first experiment 
with the envelope we were using a 
conventional, and what we thought 
was a workmanlike corner-card, 
with check-off boxes. The copy 
read: 

We wondered if we could use the 
corner card to perform its function 
more vigorously: 


1. To attract people who customar- 
ily threw the publication away un- 
read; 


2. To read the corner card long 
enough to find out what we wanted 
them to do, and then, 


3. To do what we wanted. 


> It was a big order and we could 
find no precedent to guide us. We 
would have to do our own explor- 
ing. There were many things we 
weren’t sure about. We didn’t know 
whether we had many or few dead 
names in our list. We assumed 
many of the copies addressed to 


———— 


deol 4 


readers little 


to check brought more answers than an unboxed request 


dead names were being intercepted 
by mail boys or girls, secretaries 
and others who discarded them 
from habit. 

We were confident of only one 
thing: those who were not inter- 
ested in our publication were throw- 
ing it away and not telling us they 
did not want it. If they threw away 
the publication, we reasoned, they 
would be likely to do the same to a 
letter or postcard in which we 
might ask them to tell us if the 
publication was being sent to those 
no longer interested in it. 

It seemed to us that the corne 
card was the logical tool to use if 
we could develop an effective tech- 
nique. (Also a corner card involved 
practically no extra cost other than 
a little artwork.) The technique re- 
volved around the idea of using the 
corner card to catch the recipient’s 
eye only for a glance 
to read our message. 

Our experiments were uniformly 
good. Our first attempt was a simple 
attention-getter in type, the five- 
word question: “Will you please 
help us?” Response: excellent. An- 
other question, “Is your address cor- 
rect?” was almost as good. Cartoon 
ideas, while not as strong, were 
good. 

Everything pointed to a successful 
experiment when, in  mid-1957, 
Postmaster General Summerfield’s 
hot breath began hovering near the 
third class cost thermometer. An- 
ticipating an increase in third class 
rates, we began looking for ways to 
reduce costs. One of our larger cost 
items was that for envelopes and 
getting our publication into them. 


in which 


> Ironically, just as we were begin- 
ning to learn something about the 
use of an envelope corner card, we 
began wondering how important the 
envelope itself was in the mailing of 
our publication. We were confident 





7 ae 
CLOSE LOOK... 


his rul 
at t is ruie Always plan with the envelope in mind. You have so much more to choose 
: | e from when you plan a mailing with U.S.E. Envelopes. There are 70 standard 


styles in hundreds of sizes right at your finger tips in our illustrated Envelope 
Selector Chart. It’s yours for the asking. Then—have your envelope supplier 


. 
printed give you samples of the U.S.E. Envelopes you think you could use and avoid 


being at sixes and sevens. 
pieces 


United States Envelope Company 


General Offices © Springfield 2, Massachusetts 


Plan your advertising with U.S.E. Envelopes. There is a style to sult in a size to fit. 
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BRODIE’S “FAMILIAR QUOTATIONS” 


Can you imagine any company today, having 
employees who hate and fear? Two passes 
per day vacations and holidays with pay 

. bonuses . profit sharing and retirement 
pans - we've got ‘em ali. That's why we 
can proudly say, ‘Our employees do1't hate 
or fear us"... I think? - 


4 (i ee 


ADVERTISING SERVICE 


+ WA 2-9560 


NUE 
52) SOUTH WABASH AVE Since 1919 


Fast and Resourceful Service 


When considering 
buying envelopes 
in Canada 
contact 


Y 


TORONTO, 1070 QUEEN ST. E. 
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an envelope was 
keep our 


unnecessary to 
publication clean, since 
post offices are clean. Some felt en- 
velopes imparted dignity to the pub- 
lication. If this is true, secretaries 
remove that dignity when they ex- 
tract the publication from the en- 
velope. Considering the saving to 
be made, we eliminated our en- 
velope and switched to a self-mail- 
el 

This change did not conclude our 
corner card experiment; it merely 
switched it from an envelope to a 
self-mailer. The self-mailer corner 
card is tied up with several other 
problems peculiar to an 8-page 
1142x16” size publication. 


> In switching from a final fold size 
of 4x1134” for envelope mailing to a 
final fold size of 5%4x8” for self- 
mailing, (approximately Reader’s 
Digest size) we gained many ad- 
vantages besides the retention of a 
corner card. 

Link-Belt 
News is spread throughout 96 dif- 
ferent industries to which we sell 
our highly diversified lines of ma- 
terials handling and processing ma- 
chinery and mechanical power 
transmission products. Naturally our 
front page has only from three to 
four stories, and our big job has al- 
ways been to force our readers to 
open the publication to find material 
on the other seven pages with which 
they can identify their own needs 
and interests. We had always needed 
a contents page. 

By folding Page Eight—which 
had always been our picture page 
outward into two folds, we obtained 
what was in effect three pages: the 
upper right quarter became the 
Contents Page, the upper left quar- 
ter, the Corner Card, and the bot- 
tom half a Picture Page. The corner 
card quarter proved to be the most 
critical part of the publication be- 
cause it now had two important 
functions to perform: to capture — 
in a glance — the attention of the 
recipient who does not want our 
publication, and to persuade recipi- 
ents to open our publication. 


The readership for 


> This final function was accom- 
plished by printing a picture of our 
model in such a way that only half 
of her showed above the fold. It’s 
our hope that people will want to 
unfold the publication to see the 
rest of her. If they do, it’s our 
hunch they may read the contents 
section and then turn over the first 
page, being pretty well informed 
by that time what they can expect 
to read. 

We inaugurated the first self- 
mailer issue with a split run to 


check the relative effectiveness of 
the envelope corner card and the 
self-mailer corner card, and were 
pleasantly surprised that the re- 
sults were practically identical. 
However, during the changeover 
and in the numerous variations we 
had been making in our corner 
card, we had dropped the check- 
off boxes. This was a serious mis- 
take. For the first several issues of 
the self-mailer our results shrank 
because we had neglected to use 
check-off boxes. 

Check-off boxes in which readers 
are given the choice of several de- 
cisions, have a strong psychological 
effect in making it appear to be 
easy to do something about a given 
subject. Checking off an appropriate 
box is easy, and breaks down to a 
progression of simple individual 
steps, reducing some of the resist- 
ance in finding an envelope, ad- 
dressing it, pasting a stamp on it 
and mailing it. 


> Once we resumed the check-off 
boxes in our corner card, results 
began to pick up again as _ indi- 
viduals responded to the urge im- 
plicit in the check-off boxes. Now 
we never omit these boxes, nor shall 
we again. 

We hit our high water mark when 
we used the entire upper left quar- 
ter of the back page for the corner 
card, utilizing a picture of our mod- 
el as the illustration. The pose was 
not particularly arresting; it was 
merely different from _ previous 
corner cards. 


>» Over-all we see practically no dif- 
ference in results between enve- 
lope or self-mailer corner cards, 
and we believe that our results are 
due to these five factors: 


1. The use of a corner card with 
check-off boxes. 

2. The use of attention-compelling 
illustrations. 

3. That people are pretty darned 
considerate if you ask for their 
help. 

4. That imagination must be used 
constantly. 

5. That you must keep everlasting- 
ly at the job. 


> A sizable part of the American 
business public which reads ex- 
ternals is on the move. A publisher 
of an external must keep up with 
that movement, because a mailing 
list that is not kept under con- 
stant surveillance begins to de- 
teriorate rapidly. 

Careful record-keeping is essen- 
tial in the operation of this job but 
don’t be surprised if, after several 
years of intensive effort, your in- 





creased results appear to be drop- 
ping off. That may mean you have 
caught up with the job and that you 
can expect results to stabilize on a 
plateau. 

That may be your first real sign 
you are making progress. 44 


List Rental Profits 
Explained in Booklet 


How to turn customer lists into 
extra dollars is detailed in a book- 
let from Dependable Mailing Lists 
Inc., New York. 

The booklet explains how these 
lists can be rented to non-com- 
petitive companies which sell mer- 
chandise by mail. The names are 
not sold but rented for a one-time 
use for which a fee is paid each 
time. 

The booklet explains the mechan- 
ical details and tells how to judge 
the income that can be received, 
depending upon the size and type 
of the list. 

Copies are available. 


- for more details circle 626, page 135 


Mailing Lists Need Names, 
Says McGraw-Hill Booklet 


The secret of “How to Make Your 
Selling More Productive and Less 
Costly” lies in names, according to 
a new booklet issued by McGraw- 
Hill Publishing Co., New York. 

Combining and analyzing several 
facts about industrial selling via di- 
rect mail, the booklet stresses the 
need for the buying-name in each 
company receiving your mailings. 

Among the information included 
in the 12-page booklet is the fact 
that most industrial salesmen make 
64% of their calls on the wrong 
person in the company leaving only 


Anyone know a feller named ‘‘Occu- 
pant"’ around here? 


15% of their productive selling time 
for making sales. 

Copies of the booklet are avail- 
able. 


. for more details circle 627, page 135 


Marvic Forecast Service 
Shows Leer, Not Peer 


A new series of monthly mailers 
with a lighthearted touch of satire 
has been developed for customer 
mailings by The Marvic Co., Brook- 
lyn. 

Called “The Lookout Bulletins,” 
The Marvic mailers are take-offs on 
the forecast theme so popular cur- 
rently with business people. 

Each one-page bulletin covers a 
different topic such as “The World 
of Sports,” “The World of Medi- 
cine,” and “A Myopic Look at the 
Stock Market.” Imprints are avail- 
able. Cost per 100 is $16.60 per 
month on a three-month trail sub- 
scription basis. 

Samples of the first three months’ 
bulletings are available. 


- for more details circle 628, page 135 


Gale Research Describes 
Directory Guides 


A folder describing seven new 
sales-guide directories is available 
from Gale Research Co., Detroit. 

Each directory covers a different 
type of mailing list such as post 
exchanges, mail order companies, 
trading stamp houses, etc. This sec- 
tion provides a comprehensive sales 
list of the companies in each trade 
along with the name of the buyer, 
types of merchandise handled, etc. 

In addition, each directory con- 
tains a special editorial report de- 
scribing the best steps to take in 
advertising, packaging, merchandis- 
ing and organization of a sales force 
for maximum results in each class 
of trade. 

Each of the directories is de- 
scribed in the folder. 


- for more details circle 629, page 135 


Public Relations Society 
Publishes Book Guide 


A guide to the books published on 
the various aspects of public rela- 
tion work has been published by 
the Public Relations Society of 
America. 

Entitled “Public Relations in 
Print,” the guide lists 33 books in 
seven categories of information 
Among the topics covered are put- 
ting out a house organ, preparing 
publicity copy, dealing with inves- 
tors, public relations for churches 


We are constantly amazed at the 
“taken-for-granted” attitude toward 
envelope waste by most office people. 
They seem to think that stuck flaps 
and windows... insertion snags and 
jam-ups...and postage meter foul- 
ups are a matter of course. 


They're not! Practically all of these 
wastes and costly delays can be elimi- 
nated. 


Tension Envelopes are designed and 
constructed for efficient, trouble-free 
performance of their job. Why not test 
Tension and prove it? Just send the 
coupon below for envelope samples. 
Use them and see why there’s no need 
to pay for envelope waste! 


TENSION ENVELOPE CORP. 
815 East 19th Street 
Kansas City 8, Missouri 


Kansas City e Ft. Worth e Des Moines 
Minneapolis e St. Louis e So. Hackensack 


NSIO 

he v 

6x 
Tie 


Please send me Envelope idea Kit #2. 


Tension Envelope Corp. 
815 East 19th St. 
Kansas City 8, Mo. 


Name 
Company 
Address 


City 
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Are Ves i be 
Ist CLASS POSTAGE for 
3rd CLASS ae 


@ Retain the dignity your Ist class 
letter must have to receive per 
sonal attention 


Send it with your 3rd class cata- 
log in Du-Plex... letter arrives in 
distinctive Ist class compartment 
separate and apart from catalog. 


Only Du-Plex gives Ist class 
dignity to your letter mailed with 
your catalog. Only Du-Plex gives 
you Ist class value for the $40 0 
per thousand postage you pay 


Write for Du-Plex samples, prices! 


Du-Plex 


ONVELOPE CORPORATION 


3026 FRANKLIN BLVD., CHICAGO 172, ILL. 


ise mS e133. ell) 
BUSINESS FOR OVER 30 YEARS 


lr meee Ie yg 
LETTER & MAILING 


DOES IT FASTER! 


You can count on Marie to handle mplete 
mailings — and be assured ¢ romp ‘and 4 
Curate services 

Work mailed for you or delivered to you. Marie 
has been handling afl mailing details for a wide 
variety of clients for more than 30 years - 


Multigraphing * Fill-in on Multigraphed 
letters * Planographing * Addressing ° 
Mimeographing * Printing * Addresso 
graphing * Auto-typed letters. Also 
Addressograph list and hand-list main 
tenance. 

Call Wabash 2-8655 and Just Ask For Marie 


431 SouTH DEARBORN STREET 
Cuicaco 5, Int WABASH 2-8655 
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and the techniques of the trade. 

Single free copies are available 
from Public Relations Society of 
America Inc., 375 Park Av., New 
York 22 

The society is also sponsoring “A 
Public Relations Bibliography,” 
which is a book-length list contain- 
ing 3,484 entries. es 


Checklist Chart Helps 
Technical Data Program 


If your product or company has 


a technical story which should 


reach the prospect, a new chart 
should be of interest to you 

Published by Harry W. Smith 
Inc., the chart outlines—in check- 
list format—ten basic elements to 
consider when presenting informa- 
tion of this kind 

Among the points covered by the 


checklist are 


® you enginering application 


bulletins 


® your program of article prepara- 
tion for trade, technical and _ busi- 


ness publications 


@ your’ technical literature and 


data sheets 


Also included is a list of what a 


well-prepared technical informa- 
tion program should accomplish fol 
its use! 


for more details circle 603, page 135 


Diploma For Mom 
Makes Novel Mailer 


A new diploma-type certificate 
for Mothers’ Day mailings has been 
introduced by Dismar, Philadel- 
phia. 

The certificate is printed in blush 
pink on 8x10” stock and illustrated 
with a silhouette head in royal blue 
Copy gives “Mom” the vote of “Best 
Mom of the Year” for her love and 
devotion in the past 365 days. 

Dismar suggests these mailers be 
tied in with gift packages, or pre- 
sented as diplomas by retailers to 


Mothers’ 


customers shopping for 
Day gifts 

Samples and additional informa- 
tion are available 


- for more details circle 604, page 135 


Eureka Develops System 
For Automatic Labeling 
A new machine for automatically 


applying gummed address labels has 
been introduced by Eureka Special- 


ty Printing Co., Scranton, Pa. 

Developed for use with the Di- 
amond Mail Aid labels, the appli- 
cator has a rated capacity of up to 
13,000 pieces per hour, depending 
upon the size of the mailer. The 
applicator can be rented on a 
monthly basis 

The system is said to be effective 
in handling all types of mailing 
pieces from postcard thickness up 
to 14” in bulk, even when enclos- 
ures are uneven. 

Eureka’s Diamond Mail Aid labels 
are available in the same quality 
and size as the standard Mail Aid 
labels, differing only in the diamond 
perforation. They can be ordered 
in carbon-interleaved Dupli-Snap 
sets of two to six parts, as well as 
in single sheets and rolls. 

Complete information on the la- 
bels and applicator can be obtained 
from the company. 44 


White Collar Format 
Makes Clever Mailer 


A novelty mailer which uses art- 
work and folds to visually promote 
the copy’s white collar theme has 
been released by the Bell & Howell 
Phillipsburg Co., Phillipsburg, N. J. 

The mailer, which looks like a 
green vest with white collar and 
black bow tie, measures approxi- 
mately 81x11”. It opens to a giant 
21x17” showing the Phillipsburg In- 
serter In action 

Copy theme is saving white col- 
lar workers’ morale by eliminating 
their mechanical work in preparing 
company mailings. 

Copies are available. 

. for more details circle 605, page 135 


Direct Mail Copy Tips 


Bow to Ben Franklin 
Successful direct mail copy 
the study of Benjamin Franklin’s 
copy is suggested in an example- 
filled “Persuasion by Mail” folde 
from Walter Drey Inc., New York. 
This new folder, entitled “Mail- 
ing Lists are a Bridge,’ quotes a 
variety of examples _ illustrating 
Franklin’s pithy style and points out 
that he frequently gave authenticity 
to his writing by inventing char- 
acter-types to suit the type of writ- 
ing he was doing at the time. 
Walter Drey also shows how Ben- 
jamin Franklin probably built the 
first mailing list through publishing 
the names of persons who had let- 
ters waiting for them. 
for more details circle 606, page 135 
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Uaduiwulled Vews 


Unusual Fold and Die-Cut Effects 


Help yourself to color with Woopsine Duplex — a single 


sheet with a different, yet harmonious color coating on each side to 
provide eye catching, unusual color effects with a single, one-color print 
impression! Use your imagination to the limit . . . for unique folds, trims 
and die-cuts on direct mail folders, programs, special announcements and 
others in either Book or Bristol weights. Presto . . . your printed 

pieces have new oomph . . . powerful new sales punch and uniqueness 


that immediately sets them apart from the commonplace. 


Sconomial F-Cylor 


.-. Using One-Color Printing 


Imagine . . . an exciting three-color selling tool, all for just a few 
negligible cents more* than ordinary one color printing costs! More 
and more, printers and advertisers are recognizing too, the plus 
selling factors and eye-catching effects achieved by using colored 
inks on colored paper. Whatever your choice — WoopsBINE Duplex 


(2-colors) or WoopsineE Colored Enamel (1-Color) you can 


create new and interesting two and three color effects with but a 


single color printed impression. 


SEARCHING FOR IDEAS? Write for demonstration portfolios containing 
examples of creative ideas for adding eye-appealing selling force to your 
printed pieces. WOODBINE Duplex — in both Book and Bristol Weights 
gives you a balanced color selection to capture any mood, and to com- 
plement any product, season or message. 


1 — Orange and Fawn 6 — Emerald and Green 
2 — Goldenrod and Primrose 7 — Suntan and White 
3 — Turquoise and India 8 — Green and White 
4—Tan and Lime 9— Canary and White 
5 — Gray and Rose 10 — Blue and White 


(3 Wigs to Hiatt Mlewiion- 


WOODBINE Colored Enamel provides the broadest range of colors in 
both soft and bold hues on the market today. Select from these 13 eye- 
appealing colors: 


1 — Orange 4 — Green 8 — Fawn 11 — Rose 

2 — Canary 5 — Blue 9 — India 12 — Lime 

3—Goldenrod 6 — Emerald 10 — Tan 13 — Ivory 
7 — Turquoise 


* Woodbine Duplex or Colored Enamels cost only a little more than white 
papers of equal quality. Colored inks only a few cents more than black. 


DUPLEX / or SINGLE 


COLORED ENAMEL 


by 


THE APPLETON COATED 
PAPER COMPANY 


1203 North Meade Street 
APPLETON + WISCONSIN 


Write for samples on your letterhead, please. 


Offset Printed on Woodbine Emerald and Green Duplex Enamel 25 x 38—80 
Printed in U.S.A.—460110M 





Color Coding 


Each pack of two bulbs is in a different color, from left to right, red, 


blue, green, orange and brown. This makes an attractive mass display, as well as speed 


ing up stock control 


Sylvania boosted 
its share of the 
market when it 
adopted new 
packaging and 


promotion devices 


Packaging for 
Supermarket Sales 


By Ted Sanchagrin 
AR Eastern Editor 


Here is how one national adver- 
tiser is helping supermarkets to 
ease storage of its products, im- 
prove displays, make better use of 
shelf space, lessen in-store break- 
age, keep merchandise looking new, 
cut out-of-stock losses, speed selec- 
tion, stimulate impulse buying, build 
business and boost profits. 

Tall order? It is. But Sylvania is 
assuring supermarket chainstore 
buyers and individual supermarket 
owners its color-coded Twin-Pack 
system for incandescent light bulbs 
can do just that. 

Sylvania unfolded its supermarket 
merchandising innovation at the 
American Management Assn.’s 1960 
packaging conference. The program 
is based on a pre-priced two-bulb 
package in which color identifica- 
tion is carried through to shipping 
cartons and displays for supermar- 
markets, where 70°, of bulb indus- 
try sales are made. 


>In the color-coded Twin-Pack 
system, Lippincott & Margulies has 
created for Sylvania a red package 
for 100-watt inside frosts, blue fo 
the 75-watts, green for the 60s, 
orange 40s, and brown 25s. In addi- 
tion, there’s a red for the 100-watt 


soft whites and a green for the 60- 
watt soft whites. 

These colors have been chosen 
in descending order of color value 
and contrast. The five wattage sizes 
account for 85° of bulb industry 
sales. Some, but not much, forme: 
packaging imagery is retained for 
continuity, specifically the “S” in a 
triangle on cartons and displays. 

The Twin-Pack consists of a chip- 
board outer sleeve, a window at 
each end showing the lamp, and a 
corrugated inner sleeve. Each pack- 
age has an outline of a bulb. Over 
each package color on front and 
back panels is a yellow polka dot 
pattern. Wattage sizes are printed 
in reverse type on all size package 
sides. Line drawings on the sides of 
the package formed by the sleeve 
illustrate the uses of each size. All 
packs are the same size, regardless 
of wattage, making them easier to 
stack, yet taking up ten percent less 
space than formerly. 

In the storeroom, the 24-packs are 
color coded on all sides so the num- 
ber of bulbs, and identification of 
wattage can be determined imme- 
diately. Color coding on the ship- 
ping carton matches the consume) 
package inside. Cut cases can serve 


as mass self-service displays. 


> Sylvania has given supermarkets 


their choice of a variety of floor dis- 
plays and shelf merchandisers. 
One is a floor display 60” high, 
29” wide, 21” deep and occupying 
only 414’ of floor space. It holds 252 


TIME TO BUY 
rou LIGHT BULBS! 


Display Unit Self-standing unit holds 
504 bulbs, easy to see, easy to pick, plus 


display material supplied with the stand. 
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they just made 
me vice president 
in charge 0 
labels! 


anyway, let's 
ne Vice Pres 


dent after | started ordering from Ever 


Ready. We don't have a label problem any 


more. Ever Ready never lets us down on 


service, quality or reasonable price.” 


Whatever your label requirements, Ever 
Ready can fill the need. Packing, shipping, 


pressure-sensitive, pin-feed “Automat- 


abels,”’ fund raising, heat seal caution 


Ever Ready produces every type of label! 
Send today for our amazingly helpful 


idea kit! 


} } 
> i 
ae 
EVER READY LABEL 


357 Cortlandt Street, Belleville 9, N. J 


Gentlemen: 


Please send me information regarding 
Red-E-Stik pressure sensitive case his 
tories. 


} Please send me information on how to 
swap samples of our label for 100 humor 
ous labels. 

Name 
Company 
Street Address . 


City, Zone, State 
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Twin-Packs, seven rows, 12 pack- 
ages high and three deep. There is 
room in the back for storing the 
number of Twin-Packs_ in 
three 24-pack cartons. The display 


includes a reversible header. 


same 


One side promotes an inside-frost 
The other 
assortment. A 
envelope in the 


assortment. promotes a 


soft-white display 
carton containing 
the merchandiser consists of a ban- 
ner and six over-wire pennants. 

Another floor display, in white 
enamel sheel metal, is 50’ wide, 60” 
high and 24” deep. It holds 432 
two-bulb packages, 12 rows, three 
deep, 12 high. A hinged pegboard 
backing serves as a top shelf for a 
display of “Specials.” The display 
has a loose lamp shelf and a bottom 
shelf for 
bulbs 

A third display, 62” wide 60” high 
and 24” deep, is similar to the 50” 
wide display. However, it holds 540 
packages, 15 rows, three deep, 12 
high 


other types of Sylvania 


> The integration is carried further. 
Colorful, lighted and non-lighted 
headers for store-owned 
floor 
add to the program. Thus, the sys- 
tem is adaptable to 
which rely on 
plied 


gondolas 
and Sylvania merchandisers, 
supermarkets 
manufacturer-sup- 
those 
supermarkets which dispense with 
them 


merchandisers and to 


The lighted display header uses 
fluorescent lighting. It’s made of ex- 
truded Plasti-Lux. Double 
and color coded, it’s 37” 


faced 
in length 
and 14” high. Wattage copy is su- 
perimposed on color-coded triangles 
conforming to Twin-Packs and 
points down to the display of bulbs. 
Brackets allow installation of this 
indoor sign on gondolas and dis- 
plays. 

The non-lighted header is similar 
in design to the illuminated 
same copy, six colors, 
white background and brackets. Be- 
sides being non-lighted, it’s 
of white enamel 
measures 48” 


5 
sign, 


carries the 


made 
metal, and 
high. 


sheet 
wide, 8” 
> There are two shelf merchan- 
disers 

One is 36” wide, 2” high, and is 
adjustable front to back 12” to 18”. 
It has four dividers plus end di- 
viders. The dividers, also adjust- 
able, are 9” high. The unit is made 
of white enamel metal. It 
holds nine row facings of the new 
pack, and is designed to take 
wattage and price tickets. The unit 
will slide onto a store gondola shelf. 

The other shelf merchandiser is 
much the same as the 36” unit, ex- 
cept that it has five metal dividers 
and holds 12 rows of the new pack. 


sheet 


A home 


bulb-buyer 


Premium for Bulb-Users 

ffered to 
for 50¢ and coupon on 60-watt packs. It 
first in the light bulb 


storage unit was 


is claimed to be 


industry 


In effect, 
talkers. 
Also used as shelf talkers are 
wattage and price tickets, 
coded. These are 214”’x4”. 


these serve as_ shelf 


color 


> A consumer premium gets into 
the program. It’s a home bulb stor- 
age unit, designed to stimulate con- 
sumer purchase of a year’s supply 
of bulbs and fuses. It’s promoted on 
the 60-watt 
white packs. 

The customer sends in a coupon 
and 50¢ to Sylvania, receives the 
holder by mail, puts it on a wall, 
and stocks it with four Twin-Packs 
and fuses. It’s made of plastic. 


inside-frost and _ soft- 


> A multi-color four-page pamphlet 
invites the supermarket 
owner to see a 35mm color film 
strip, “A New Look to Profits.” 
Pamphlet and film tell the super- 
market how it can make higher 
profits, with the Sylvania light bulb 
merchandising program. For ex- 
ample, the pamphlet points out that 
on the basis of markup times turn- 


buyer or 


over, the program can help the su- 
permarket move light bulbs from 
18th to 16th place in profitable items 
and increase profits up to 15%. The 
film strip, produced by Wilding Inc., 
is a colorful, pictorial enlargement 
of the pamphlet’s message. 


> Historically, light bulb merchan- 
dising has previously done little to 
assist the retailer or consumer. It 
has protected the bulb from break- 
age, but has not always done that 
too well. The corrugated sleeve 
dates back to 1923, and the wattage 
of a packaged bulb has been tra- 





ditionally one of the better kept 
secrets of our times. 

Sylvania says in two months 
the merchandising innovation has 
opened markets it hasn’t been able 
to crack in years. The company has 
taken a fresh look at the problems 
of the supermarket operator, and 
has found it has helped build sales. 

44 


Ceramic Premium 
Developed For Bank Use 


Three styles of ceramic coin 
banks have been introduced for 
premium use by Contemporary 
Ceramics, Chatham, N. J. 

Developed for bank and loan in- 
stitutions, the three banks are 
styled as follows: 


e The Vault Door ... in gray, 
e The Beehive .. . in yellow, 
e The Wise Old Owl... in tan. 


All three are reusable with a 
specially designed metal closure 
which permits opening and reclos- 
ing. Imprints and large quantity 


if You Use Premiums Overseas... 


Premium users and suppliers at the Chicago meeting were given some 
suggestions by David Trott, advertising manager for Procter & Gamble’s 
overseas division. These warnings were taken at random, Mr. Trott said, 
from his company’s files. 


@ Three dimensional figures of human beings or animals should not be 
used in the Middle East. Moslems will not accept them. 


@ Articles which are green in color do not sell well in West Africa. 


@ Measuring tapes and/or rulers are not permitted to enter Thailand. The 
manufacture and sale of such measuring devices is a government monopoly. 


@ White articles are not popular in the Middle East. 


© Political difficulties sometimes arise in different countries with regard 
to the offer of knives. 


prices are available. Samples of the from Gilbert Plastics Inc., N. J. 
three styles can be obtained for $1 Variations in the boxes range 
each. from a one-compartment model to 
Complete information is available a model with eighteen equal-size 
from Contemporary Ceramics, 175 compartments. All models are avail- 
Fifth Av., New York 10. 44 able in both transparent polystyrene 
or opaque polypropylene in a va- 
Plastic Utility Boxes riety of colors. | 
i i Specifications in the folder in- 
Shown in Gilbert Folder clude basic box sizes, compartment 
dimensions, and packing and ship- 
ping weights. 
Copies of the folder are available. 
- for more details circle 610, page 135 


Twenty-five models of currently 
available plastic utility boxes are 
illustrated in a new catalog folder 


The prize recipes which were the winners in 
the nationally advertised contest, conducted by 
Pillsbury, require the finest of reproduction 
because of the millions and millions of 
recipients of the printed message. 


The process selected was Gravure, unequalled 
for its appeal and fine quality. The positives 
were by Acme. These, too, are known for their 
fine quality which will lead to the most 
perfect color reproduction possible. 


Our cylinders are ideal for packaging of all 
types, for foils, cellophane, plastics, and 
paper board products. Our preprints, too, 
are just what you will need to bring out 
the finest details of your products. 


if it's Quality ... if it's Delivery ... it's acme 


gravure services, inc. 
4001 Industrial Avenue Rolling POOR: i. 
Phone: Clearbrook 5-0200 
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Arm & Hammer Tries New 
Merchandising Wrap 


One of the oldest and most estab- 
lished retail 
shelves is getting a new package 
design 


packages on store 


The new design, aiming at selling 
multiple uses of soda bicarbonate, 
promotes the use of soda in bath 
water. The illustration for this sales 
promotion is on the back panel of 
the package and a flash banner on 
the front panel reads: “Try a Fresh- 
Up Soda Bath.” 

While this is the first major 
change in the package in the fou 
generations it has appeared on the 
grocers’ shelves, this first new pack- 
age design will be followed up by 
four additional Present 
plans are to introduce them simul- 
taneously about 90 days after the 


designs 


soda bath package and mix them 
in shipments to obtain maximum 
exposure on the retail shelf and in 
the home. The new designs will in- 
clude promotion for the product 
as a health-aid, cleaning agent, and 
nursery must. Side panels will be 
devoted to baking illustrations and 
recipes 

The redesign program was ex- 
plained by Patrick F. Curran, vice- 
president, Church and Dwight. Mr 
Curran said: “Our object is not so 
much to get soda bicarbonate in 
every kitchen (it’s already there), 
as to increase its actual use around 
the home. We developed this ob- 
ject first through consumer pub- 
licity, later through advertising and 
now we are taking concrete mer- 
chandising action to achieve out 
aim. The new package will be a 
tremendous step forward.” a4 


BICARBONATE 


First of Four . . . New look for old timer 
is one of four new package designs for 
Arm & Hammer Soda Bicarbonate, prod 
uct of Church & Dwight Co. New de 
signs sell multiple uses of product to 
consumer 
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At Atlantic City Show.. 


Here’s what’s new in packaging, 
based on AR’s annual tour of the 
AMA packaging exposition in At- 
lantic City 


@ Maker’s Mark bourbon is using 
a tear-strip tape on its bottle. The 
tape is supplied by Minnesota Min- 
ing & Manufacturing Co 


® Scott Paper Co., Hollingsworth 
& Whitney Div., has introduced a 
two-way stretch paper for heavy 
duty packaging, called Expanda- 
Kraft. Westvaco introduced Clupak 


several years ago 


e The Tide detergent package in- 
Day-Glo 
color, by Switzer Bros 


corporates fluorescent 


e The ketchup people are still bat- 
tling with the problem of a more 
effective dispenser. Heinz ketchup 
was seen In a single-service pouch 
of polyethylene and foil, produced 
by Forbes Lithograph Co 


® Fanny Farmer has invaded the 
supermarkets, not with a box pack- 
age, but with a cellophane and 
polyester double wall bag, by Du- 
Pont 


® Viceroy filter cigarets is test mar- 
keting a slide-top package, which 
has a pull-tape to lift out the first 
cigaret, by American Machine & 
Foundry Co. and Frank Gianninoto 
& Associates. 


e Piel’s, Haffenreffer and Esslinge1 
beers, are picnic minded. All three 
are putting their products in alu- 
minum foil covered packages, which 
keep the beer cold for several hours 
Suppliers are Reynolds for Piel’s, 
Alcoa for the other two. 


@ Montgomery Ward & Co. is un- 
dergoing a company wide redesign 
program, a la Sears, Roebuck & 
Co.’s approach some years ago, in- 
cluding new packaging, store fix- 
tures and new-store innovations. 


® Morton Salt Co. has come out 
with a salt shaker suitable for din- 
ing-room table use. The Table 
Salter is a miniature of the one- 
pound label, using acetate, paper 
and foil. 


® Bell & Howell’s package for its 
Zoomatic movie camera employs a 
three-piece foamed plastic cocoon 
to protect it in shipment, and the 


Tear-Tape for Bourbon, 
Pull-Tape for Cigarets 


base serves as a display pedestal, 
foam by Dow Chemical, molding by 
Glo Brite’s polyfoam packers di- 
vision 


@ Five J-A cigars are packed in a 
laminated foil pouch of material 
supplied by Continental Can’s flexi- 
ble packaging division. The pouch 
uses Alcoa aluminum foil laminated 
to paper and polyethylene. A diecut 
hole at the top of the package al- 
lows the package to be hung on 


wire racks or pegboards 


® Borden Co. whipped potatoes and 
Starlac feature a pour spout pack- 
age that opens into an inner foil- 
laminated bag. The bag is tacked to 
the inside of the carton, offering 
an hermetically sealed box. Boxes 
are by Interstate Folding Box Co., 
Middletown, Ohio, foil by Alcoa 


e Fritos, through Dixon & Parcels 
Associates, New York, has rede- 
signed its packages, while retaining 
the barred oval trademark 
ciated with it. 


asso- 


@ Sun Chemical Corp., with Ever 
Ready Label Corp., has introduced 
a pressure-sensitive fabric label 
with the surface appearance of 
satin and the ability to take writing 
in ink. 


® Salada Tea, Boston, has re- 
designed its packages, with printing 
by Forbes Lithograph Co 


@ DuPont introduced a cellophan: 
tape that seals at low heat, increas- 


Candy’s Dandy . Fanny Farmer feels, 
when it is packaged in this ng 
double-wall, DuPont-made bag 





ing speed of wrapping up to ten 
percent on  bread-wrapping ma- 
chines. 


e Lustre Creme Shampoo uses a 
molded pulp tray to hold base and 
top of bottles firm without sidewise 
movement. Trays are inserted in 
outer corrugated containers for 
shipment. Design is by Keys Fibre 
Co., Waterville, Me 


® Coastal Abrasive & Tool Co., 
Long Island City, N.Y. has switched 
packaging of its shank arbor for 
power tools from a clear poly- 
ethylene jar to a new hand-seal 
pressure sensitive blister package. 
Jackmeyer Corp., New York, feels 
the package will replace double 
card and heat-seal blister pack- 
aging. 


e Abbott Labs has put its Vi-Day- 
lin vitamin tablets for children in 
an Alcoa foil-acetate combination 
supplied by Dobeckmun Co. 


@ Westvaco introduced a low-cost 
all-white printing board with a 
coated surface called HiYield Print- 
kote. 44 


New Packaging Book 
Published as Guide 


A guide book which interprets the 
new Textile Fiber Products Iden- 
tification Act has been published by 
the Jackmeyer Corp., New York. 

Entitled “How to Comply With 
The Textile Fiber Labeling Law,” 
the guidebook is a 20-page informa- 
tive discussion especially prepared 
as a service to the industry. It was 
designed to help avoid costly mis- 
takes in complying with the Fiber 
Labeling Law 


- for more details circle 611, page 135 


New Label Adhesive 
Developed by Flexcraft 


An inexpensive water-base label 
adhesive, for difficult surface adhe- 
sion, has been introduced by Flex- 
craft Industries, Newark, N.J. 

The material can be applied by 
brush, roller coater, squeeze bottle 
or machine. Flexcraft reports it has 
a quick grab and aggressive adhe- 
sion which suits it for use on diffi- 
cult surfaces where other types of 
label adhesive have failed. Sug- 
gested applications include adher- 
ing paper to polyethylene, glass, 
silicone painted surfaces etc. 

Additional details and samples 
are available from Flexcraft Indus- 
tries, 527 Avenue P, Newark 5, 


N. J. 44 
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protects the quality of its catalog . . . effects 
tremendous savings with economical, highly 
protective THILCO-TUF Publication Wrappers 


Switching from corrugated box 
folds to lightweight THILCO- 
TUF ~— an exclusive, non- 
staining, creped and reinforced 
water-proof wrapper not only 
saves Harrison Wholesale $7500 
yearly on their catalog mailing 
in material, labor and postage, 
but also provides better 
protection! THILCO-TUF is 
very difficult to tear and because 
of its flexibility, book corners 
are less susceptible to damage 
in the mails. Consequently, 
because “‘off the press”’ freshness 
is preserved, a much better 
presentation to the customer is 
made. Thilmany has a wide 
range of publication wraps, 
any of which can be furnished 
plain — or Print-Decorated. 
Such unbelievable savings as 
Harrison Wholesale is effecting is 
can be yours, too. Better inves- F 
tigate the possibilities today. 


Is your publication delivered in this 
damaged condition? Many are—and 
here is an actual, unretouched photo 
to prove it. Thilco Wrappers fully 
protect publications from weather 
and rough handling in the mails, as 
well as damage from impact and 
abrasion caused by continued con- 
tact with other packages enroute. In 
addition, Thilco ‘‘mail-clad" wrappers 
decrease mailing costs, effect mate- 
rial savings, reduce storage space and 
work well on automatic machines. 
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ADVERTISING SPECIALTIES LETTERING DEVICES MANIKINS 





PRICES SLASHED ON PENNANTS 


LAAAKAI 


100’ STRINGS ONLY $3.48 
As Low As $2.98 Per 100’ In Quantity 


SEND FOR OUR COMPLETE CATALOGUE 


if a 397 Jericho Tpke. 
Action Advertising Fiorai park NY. 


Available 


on a modest rental 
basis, to lend dis- 
tinction to your 
trade show exhibits 
and special promo- 
tions. We manikins 
work 24 hours a 
day without tiring. 
Complete selection 
of ladies’ men’s and 
children’s figures. 





VARIGRAPH LETTERING INSTRUMENT 


Cuts Printing Costs — Speeds Production MADISONIA MANIKINS, INC. 
For new Free Catalog and Information write New York: 152 W. 25 St., CHelsea 3-1550 
6E VARIGRAPH CO., 840 W. Lakeside St., Madison 1. Wis Chicago: |! So. Desplaines DEarborn 2-6818 
Lie 


Ad A wo METAL SIGNS HELP WANTED 


space, but “in- 
ner” space...real valuable 
space, at point-of-sale where it's STEEL SIGN BLANKS Wwaneren 
CUM ee ee a. a 
Se UU Complete StockseWhiteeColors FREE at & den Gs Ge © 


82 tol4Gauge® Tackers® License 
HOLLYWOOD Ay: VEL, BANNERS! Platee Real Estate Traffic Con- GAUGE PLATES promotion of Builder-Dealers for lead- 
trol Circles © PROMPT SHIPMENTS | PRICE LIST ing home manufacturer. 
Bright, beautiful, buy-appealing . . . (and The Yarder Manufacturing Co. You must: 


really inexpensive). FREE Booklet of Im- S ereneeametiniomemmmmeman came aataaeeen ey 
pressive-Sell Ideas .. . FREE Sketches. ee. Gee ger RE 1 year Experience 
Be willing to relocate 
HOLLYWOOD BP Lay Be willing to travel 
. TYPEFOUNDERS Write 8B 44, ¢/o Advertisi Require- 
thegliy: le Aaa lag a ments, 200 €-'illingis ‘St, Chicago Ti, ill 








WWE NYY) 
SS ae ( al Kai ) Baraboo " ST RIA ERATURE WRITEF 
R Te cant é ‘ rade li r ir atalogs 
ae PRIS TY MANDARIN | tect sed oromce wate, irate, stags 


owt en nd 21 other Exoti electronics manufacturer. Must have 3 to 5 years 
a BUYERS . “ ; 











experience with industrial advertising department 
< Antique types. Demand NEW Foundry- or agency. Technical aptitude helpful. Work with 
CA ahhh pecan cast type—not repros of worn out type. sales, engineering and management in all product 
FALLOUT DETECTOR , lines. Opportunity to grow with young, agagressive 
\ typefounders, Bx 11313AR Phoenix,Ariz advertising department. Located Midwest. Box 43 
. c/o Advertising Requirements, 200 E. Illinois 
For home or office use Chicago 11, Ill 
Mew you can detect hormtul 
avcleer radiation fellewt in 
the event of enemy etteck ART SUPPLIES 


STOCK ART 


FD hae he 
CATALOG 

















Raoation Faivout Devector Co 












ad-art 


AMAUEDTICIMG SICABETTEC | Layouts and 
ADVERTISING CIGARETTES Visualizing pad 


Entire cigarette package 
features your ad message. 
Cigarettes imprinted with 


a trade name or ad message. 


CHILDREN'S PHOTO GUILD 
$032 Lankershim 


ci Le. 


G. A. GEORGOPULO & CO., Inc. 
Cigarette Mfrs. Since 1905 


COLOR PRINTING 
48 Stone St., New York 4 
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DEPENDABLE TURNTABLE CATALOG | 


ADVERTISING RESULTS 


72 W A4Gth St New York 36.N Y 


134 + GR - June 1960 


601/Circle on Readers’ Service Card 
Amsterdam Typefaces 

- 141 in 65 families, stocked in New 
York by Amsterdam Continental Types, are 
featured in a brochure issued by the com- 
pany. (Page 118) 


602/Circle on Readers’ Service Card 
Paste-Up Alphabets 
. available from Cello-Tak are described 
in a catalog offered by the company. 
(Page 118) 


603/Circle on Readers’ Service Card 
Technical Data Guide 

. .. Harry W. Smith Inc. releases a check- 
list chart for developing a technical infor- 
mation program. (Page 124) 


604/Circle on Readers’ Service Card 
Mothers’ Day Certificates 

. Dismar introduces “Certificates of 
Affection” as sales promotion pieces for 
Mothers’ Day sales. (Page 124) 


605/Circle on Readers’ Service Card 

White Collar Mailer 

. . « Bell & Howell Phillipsburg Co. offers 

details on its inserter in a novel mailer. 
(Page 124) 


606/Circle on Readers’ Service Card 
Direct Mail Tips 

. . « Walter Drey offers his newest ‘Per- 
suasion by Mail” folder with a Ben Frank- 
lin theme. (Page 124) 


607/Circle on Readers’ Service Card 
Color Photography 

. and the four color process are treated 
in Design and Color Paper, No. 2, a Du 
Pont publication. (Page 100) 


608/Circle on Readers’ Service Card 
Photocopying Hints 

. are offered by A. B. Dick Co. in a 
folder prepared by the Chicago company 
about its Model 110. (Page 100) 


609/Circle on Readers’ Service Card 
Hi-White Sample Book 

. a new sample book of white paper 
stock is issued by the Beckett Paper Com- 
pany. (Page 100) 
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610/Circle on Readers’ Service Card 
Plastic Box Folder 

. . » Gilbert Plastics Inc. releases a catalog 
folder showing 25 models of stock plastic 
utility boxes. (Page 129) 


@11/Circle on Readers’ Service Card 
Fiber Labeling Law 

. » « @ guidebook explaining the new Tex- 
tile Fiber Products Identification Act has 


been released by the Jackmeyer Corp. 


(Page 131) 


@12/Circle on Readers’ Service Card 
Graphic Art Supplies 


. a 50th anniversary year catalog of 
supplies for craftsmen in the graphic arts, 
is offered by Dick Blick Co. (Page 80) 


Readers’ Service Dept. 


8806 


Please have the following sent me: 


601 602 603 604 605 606 607 
608 609 610 611 612 613 614 
615 616 617 618 619 620 621 
622 623 624 625 626 627 628 
629 

If you do not have a personal Ad- 
vertising Requirements subscription 
and would like to receive the next 
twelve monthly issues (U.S., Canada 


and Pan-America, $3; all others $5) 
please check below: 


(] Payment enclosed [J Send bill 


BUSINESS REPLY CARD 
First Class Permit No. 85 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 


Chicago 11, Ill. 


613/Circle on Readers’ Service Card 
Pencil Sharpener 

. » service and repair tips are contained 
in a manual offered by the Joseph Dixon | 
Crucible Co. (Page 80) 


614/Circle on Readers’ Service Card 
Stock Cuts 

. ++ and reproduction proofs of the new 50- 
star U.S. flag are contained in a bulletin 
available from Cobb Shinn. (Page 80) 


615/Circle on Readers’ Service Card 
Job Ticket Holder 

. a sample of a new job ticket holder 
with a plastic zipper is offered by Amer- 
icon Kleer-Vu Plastics Inc. (Page 80) 


NAME 


TITLE 


COMPANY 


PRODUCTS SOLD 


ADDRESS 


CITY & ZONE 


*Note: inquiries for items listed 
not serviced beyond Sept. 15, 1960. 


s 


Chicago, Il. 
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616/Circle on Readers’ Service Card 
Karvalum Brochure 
. . exhibit screens and grilles of anodized 
alum/~um are illustrated and described in 
a bt chure from Morris Kurtzon Inc. 
(Page 60) 


617/Circle on Readers’ Service Card 
Textureflex Catalog 

+ » Tealistic trees, rocks, wood and brick 
walls, etc., are shown in a catalog from 
Textureflex Mig. Co. (Page 60) 


618/Circle on Readers’ Service Card 
Company Celebration Booklet 

. » World Wide Art Studios releases a 
booklet on getting the most out of a com- 
pany celebration through specialty tie-ins. 


ave tue 
SOT: 


619/Circle on Readers’ Service Card 
Monthly Exhibit Bulletin 

. « Industrial Displays Inc. describes a 
new monthly exhibit idea service now 
available. (Page 60) 


620/Circle on Readers’ Service Card 
Contest Survey Results 
. copies of survey results on the retail- 
er’s reaction to consumer contests are 
available from Bruce, Richards Corp. 
(Page 65) 


621/Circle on Readers’ Service Card 
Ceramicoat Sample Book 
. Advertisers Paper Corp. shows its 
stock designed for postcards, folders, tags 
(Page 107) 


BUSINESS REPLY CARD 


First Clans Permit No. 95 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 


Chicago 11, Ill. 
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PRODUCTS SOLD 


622/Circle on Readers’ Service Card 
Brunswick Sample Book 
. examples of Brunswick Poster and 
Brunswick Canary Writing have been is- 
sued by Arthur Schroeder Paper Co. Inc. 
(Page 107) 


623/Circle on Readers’ Service Card 
AT F Type Index 

. . of all new and revived faces handled 
by American Type Founders is available 
from ATF. (Page 107) 


624/Circle on Readers’ Service Card 
Linton Idea Kit 

. .- commercial specimens and varied uses 
of printed materials are shown by Linton 
Brothers. (Page 107) 


625 /Circle on Readers’ Service Card 
Plastic Plaque Details 

. .. complete information on the lamination 
of customer-furnished prints for permanent 
display purposes is available from Ballan- 
tyne Internationale. (Page 90) 


626/Circle on Readers’ Service Card 
List Rental Profits 

. @ booklet explaining how to rent out 
your customer lists is available from De 
pendable Mailing Lists Inc. (Page 123) 


627/Circle on Readers’ Service Card 

McGraw-Hill List Booklet 

. . + the importance of having the right 

name on a buying list is stressed in a 

new booklet on industrial mailings. 
(Page 123) 


628/Circle on Readers’ Service Card 
Marvic Lookout Bulletins 
- samples of a monthly news bulletin, 
which ribs the regular forecast mailing, 
are available from The Marvic Co. 
(Page 123) 


629/Circle on Readers’ Service Card 

New Directory Folder 

. - - Gale Research Co. offers a folder de- 

scribing seven sales guide directories. 
(Page 123) 
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COLLINS, MILLER &£ HUTCHINGS, INC. 





Colorful transparencies in 
decorative P.O.P. Lantern 
Jackson Brewing Company 


New Orleans 


LET US SHOW YOU 

HOW_TO- Light Up 

Your Promotion Program 
Write for descriptive literature and 
samples of Ullman Transparencies. 


\\e 
7IN 


not possible in 
paper prints... 
only obtainable in... 


ULLMAN GRAVURE 
FULL COLOR 


PLASTIC 
TRANSPARENCIES 


Only ULLMAN builds a light-refracting surface 
into each TRANSPARENCY .... reproduces any 
kind of picture copy on clear plastic, printing on 
both sides in perfect register. You get sensational 
color build-up in front of the light....a@ LUMI- 
VOSITY which is unequalled .... because no 
printing screen breaks up the continuous tone pic- 
ture. If the Shadow Box light should go out. your 
advertisement remains magnificently colorful. 


No wrinkling, no warping, no matter what the atmos- 
pheric condition. No fading in front of a light source. 
Any size up to 37” x 49". 


ULLMAN GRAVURE, INC., 
319 McKIBBIN ST., BROOKLYN 6, N.Y 


A division of The Ullman Company, Inc 
HYacinth 7-3700 Established 1888 


FOREMOST PRINTERS IN PHOTOGELATIN AND GRAVURE PROCESSES — 
SPECIALISTS IN COLOR DISPLAYS ON PAPER AND PLASTIC 
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